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‘Millions Wasted in 


“General Publicity” 


Mr. ‘‘ General Publicity” Advertiser: 


To begin with, we will admit that you have selected absolutely 
the very best medium or list of mediums in the United States for 
your advertising. Now, the matter of mediums being settled, how 
do you know that your copy is right? 


It is universally conceded that no one, no matter how experi- 
enced, can predict in advance what any particular line of copy will 
do. We know from actual experience that a certain kind of copy 
has cost an advertiser $15 per inquiry, and another kind of copy, 
costing the same amount of money and in the same list of mediums, 
brought the cost of inquiries down to $1.25. ARE YOU USING 
THE $15 OR THE $1.25 BRAND OF COPY? 


If you are a “General Publicity” advertiser, going it blindly, 
trusting to Providence and the circulation liar for results, 


You Do Not Know 


whether you are using the $15 or $1.25 kind of copy. 

THE WoMAN’s MAGAZINE, of St. Louis, has, through adver- 
tising, accomplished in less than five years what it has taken other 
concerns thirty years to accomplish. Surely their experience and 
thoughts on advertising are worth a 2-cent stamp. Write us and 
we will send you some literature and facts that may be worth thou- 
sands of dollars to you in the next twelve months. 


Please address A. P. Coakley, Advertising Manager, 


THE WOMAN’S MAGAZINE 


(Largest Circulation in the World.) 
ST. LOUIS, - - - MISSOURI. 
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On Saturday next, December 31, 
1904, the special offer to furnish 
Printers Inx for Two Dollars a 
year expires. Likewise all the priv- 
ileges and rate of commission which 
have been granted in connection with 
the above special offer to canvassers, 
advertising agents, newsdealers, publish- 
ers and subscribers. There are just four 
days more of the “Snap of the 
Season.” 


Printers’ Ink Publishing Company 
10 Spruce Street (Second Floor), 
NEW YORH CITY 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERUISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE|NEW YORK, N. Y., POST OFFICE, JUNE 29 1893. 


VoL. XLIX. 


AN ADVERTISING LYCEUM. 


With the purpose of learning all 
there is to be learned about ad- 
vertising, soliciting and publishing 
as these subjects bear on their 
daily work, the young men in the 
advertising department of the 
Brooklyn Eagle have formed a sort 
of club, which will meet twice a 
month this winter to listen to 
prominent advertisers, advertising 
agents and other men who may 
have important things to reveal. 

The Eagle’s advertising staff in- 
cludes sixty young men. The pa- 
per has six branch offices in 
Brooklyn proper, where classified 
advertising is received, and two in 
New York City. The New York 
dailies receive classified ads 
through hundreds of drug store 
agencies, but the Eagle’s young 
men solicit from these branch 
offices. Every day classified ads 
clipped from other papers are sent 
to the branches, and a solicitor 
looks up each advertiser to learn 
why he is not in the Eagle. Dis- 
play advertising is also solicited 
through the branches. This organ- 
ization is one of the most alert in 
the United States, and the results 
of its work are shown in the body 
of display advertising carried by 
the Eagle. The paper also carries 
more classified advertising than 
any Brooklyn daily, and more than 
any of the New York papers ex- 
cept the Herald, World and Tele- 
gram. 

The lecture course is intended 
to establish an esprit de corps, and 
to give the staff pointers on how 
to talk in soliciting, how to ap- 
proach people, how to give the best 
type display, what arguments to 
use in competition, etc. Each of 
the speakers is given a list of 
questions bearing on soliciting, and 
is requested to take one of them 
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as his subject, or to answer all. 
Among those who have promised 
to address the staff this winter are 
Frank Presbrey, M. M. Gillam, 
Justin McCarthy, Jr., advertising 
manager of Abraham & Straus, 
Ben B. Hampton, John Irving 
Romer, of the Aeolian Company ; 
Walter Hammit, of Frederick 
Loeser & Co.; and H. F. Gunnison, 
business manager of the Eagle. 
The course was opened on the 
evening of December 15 with an 
address by George P. Rowell. 
Mr. Rowell began with some in- 
stances from his own experience 
as an advertising solicitor, forty- 
seven years ago, when he was a 
bill collector and office assistant on 
the Boston Post, then a commer- 
cial newspaper. Sometimes he was 
told to call upon an advertiser in 
the course of his other duties and 
find out why he did not use the 
Post. He did not always do this 
with enthusiasm, and on some oc- 
casions he was even pleased to 
learn that the man was out. But 
he gradually grew accustomed to 
the work, and soon saw its prin- 
ciples. He thought it easier to 
solicit for a paper that is reputable, 
and that the art of approaching an 
advertiser was to get within hear- 
ing distance as quickly as possible, 
to tell him what the solicitor meant 
to tell him when he went in, and 
to tell it as quickly and clearly as 
possible. If the man’s attention 
has been secured, and the solicitor 
has succeeded in leaving without 
giving an impression that he is ig- 
norant, or clumsy, or fresh, a good 
deal has been accomplished, even 
though no contract was secured 
that time. As for the solicitor’s 
dress, he thought it should be 
clean, good and plain, with nothing 
that would call attention to it as 
such. In developing small adver- 
tisers, helping them to grow into 
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large ones, he thought that a long 
step forward had been made when 
an advertiser took an interest in 
his own publicity. So long as he 
was content to read the copy the 
solicitor prepared and grumble at 
it he would remain a small adver- 
tiser, but when he got to writing 
copy himself and asking the sollici- 
tor’s opinion, and thinking about 
his advertising in leisure moments, 
he was getting along better. Clas- 
sified advertising, he considered an 
attractive field for a young solici- 
tor. The paper that carries the 
most classified business comes 
closest to the hearts of the people. 
No five-line item of news or any- 
thing else in a newspaper had as 
much interest compressed in it as 
the average classified announce- 
ment. Want ads are a difficult 
class of business to secure, but 
their possibilities are not thor- 
oughly understood, even by pub- 
lishers and solicitors. If every- 
body in Brooklyn realized what 
could be accomplished by advertis- 
ing in the classified columns of the 
Eagle, the paper would have to 
double the number of pages print- 
ed. Then, classified advertising is 
all local business, and local adver- 
tising, particularly retail, is worth 
a great deal more to a daily paper 
and its readers than any class of 
foreign business it can get. 

“How can a solicitor meet the 
Objections. of an advertiser who 
says he has used his paper and got 
no results?” was one of the ques- 
tions on the list. Mr. Rowell said 
that all advertisers, successful and 
unsuccessful, made those objec- 
tions. The thing to do was not to 
meet them at all, but to ignore 
them. Once a man has advertised, 
it is certain that he will come to 
advertising again. He will meet 
the objections himself. Another 
advertiser with objections, he who 
says that he cannot afford to ad- 
vertise in a paper like the Eagle 
because it is too high-class, should 
be met in the knowledge that there 
is no newspaper too high-class for 
any honest advertisement. One of 


the Eagle’s staff asked what should 
be done in the case of a boss plas- 
terer, for example. who refused to 
advertise in the Eagle because it 
didn’t go to the class of people he 
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employed. In such a case, the 
speaker replied, the solicitor 
should emphasize the fact that it 
would only cost fifty cents to try 
the paper, and that the advertiser 
might be considerably surprised at 
the high grade of plasterers the 
Eagle would bring him. “How 
about the advertiser who says the 
Eagle isn’t good enough for his 
proposition?” asked another inter- 
locutor. “Well, I should say that 
that sort of a man had better ad- 
vertise in heaven,” was the reply, 

“What are the value of special 
editions?” was a question on the 
list. Mr. Rowell thought that they 
were of no value whatever either 
to the advertiser or publisher, and 
that they were often harmful to 
both. But they were a valuable 
thing for the advertising solicitor, 
They gave him something to talk 
about, and were unquestionably 
attractive to a class of business 
men who could not be induced to 
advertise in regular editions. 
While bringing small results, they 
trained both advertisers and solici- 
tors, and it was a good thing to 
get out a special occasionally if the 
paper could afford it. 

Asked his opinion of the even- 
ing paper as contrasted with the 
morning daily, the speaker said he 
considered them the male and fe- 
male of the newspaper world. Per- 
haps the evening paper, like the 
ladies, was nicest. The question 
seemed to be settled in Brooklyn, 
anyway, for that Borough had no 
morning paper. If the morning 
paper were better for Brooklyn 
than the evening paper, somebody 
would start one, depend on it. 

He thought it well for a solicitor 
to carry some concise printed mat- 
ter with him, to leave on an ad- 
vertiser’s desk. Often, in his own 
experience as an advertising agent, 
he had read such a leaflet after the 
solicitor was gone, and found ar- 
guments the latter had not used at 
all. These arguments, presented 
to an advertiser. sometimes result- 
ed in a contract. The solicitor 
might not have time to say all he 
had to say, but the leaflet would, 
provided the advertiser fished it 
out of the waste basket after the 
solicitor’s departure. In soliciting 
by mail, a single concise leaflet 
(Continued on page 6.) 
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1905 bids fair to be a most 
prosperous year. Business condi- 
tions are good everywhere. Crop 


reports are excellent. Factories are 
humming all over the country— 
every indication of being a good year 
for advertisers too. . It is, important, 


however, that advertisers should select 
the best mediums to enjoy the greatest 
portion of prosperity during 1905. Be- 


gin the new yearright. The following 
co ee high-grade, home, evening newspapers 
arestandard mediums with old advertisers 


New advertisers should get acquainted, 



















THE Begin the New Year right in Montreal 
by advertising in the columns of 


MONTREAL STAR Tue Star. Share in Montreal 
prosperity by reaching 92 per cent 
of the English-speaking homes of 

Montreal, Canada. Montreal. 










Begin the New Year right in Minne- 
apolis by attracting trade through THE 
the columns of ‘‘ The Great Daily 
of the Great Northwest.” This MINNEAPOLIS JOURNAL 
paper reaches go per cent of the 
homes of the purchasing classes 
of Minneapolis every evening. 








Minneapolis, Minn. 












THE Begin the New Year right in Indiana- 
= by making contract with the 
IN JANAPOLIS NEWS NDIANAPOLIS News, the “‘ Great 
Hoosier Daily.’’ By actual canvass 
this paper reaches go per cent of 

Indianapolis, Ind. the homes in Indianapolis, 











Begin the New Year right in Baltimore 
by using the Battimork News. THE 
Baltimore is now enjoying unpre- 
cedented prosperity. You can share BALTIMORE NEWS 
in it if you advertise to reach the 


people through THe News. Larg- ; 
est circulation in Baltimore. Baltimore, Md. 









Begin the New Year right in Wash- 
THE ington by using the columns of THE 
EveninG Star. This paper has, 
EVENING STAR by far, the largest and best circula- 
oo * the District peer ae 
reaching 92 per cent of the occupie 
Washington, D.C. white homes every evening. 






Begin the New Year right by instructing your Agent 
to put these papers on your list. 
DAN A. CARROLL 
Special Representative 


Tribune Building W. Y. PERRY, Tribune Building 
New York (Western Manager) Chicago 
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should amplify the brief arguments 
in a personal letter. The letter 
should never be long, and there 
should never be more than one 
piece of printed matter with it. 

Regarding the Cagle, Mr. 
Rowell said that there were 20,000 
newspapers in the United States, 
and that 2,000 of them were daily 
papers. An advertiser would not 
use one-quarter of them to cover 
the country, and might use only a 
dozen in some instances. An in- 
telligent advertiser using twelve 
daily papers in various parts of the 
United States would be very like- 
ly to include the Brooklyn Eagle. 
Its advertising rate was high, and 
nobody outside the Zagle office 
knew what its circulation was. 
Perhaps nobody in the office knew. 
But in the entire United States it 
was a question if any daily paper 
came closer to its readers than the 
Brooklyn Eagle, and unquestion- 
ably the quality of its circulation 
meant a good deal. He recalled an 
instance in which the president of 
a certain charitable association 
found it desirable to secure the in- 
sertion of an appeal for aid in the 
New York Evening Post, and was 
told that the Evening Journal 
printed twenty times as many cop- 
ies as the Evening Post.” 

“Perhaps it does,” was the reply; 
“but this announcement in the 
Evening Post will do the society 
twenty times as much good as it 
would in the Journal, neverthe- 
less.” 

So also it may be possible that a 
copy of the Eagle may be worth, 
to some advertiser, four hundred 
times as much as a copy of some 
other newspapers with which it 
may be thought to compete. It 
has quality to a degree that is un- 
usual if not unapproached. Seven- 
eighths of the successful newspa- 
pers find it profitable to-day to let 
their circulations be known. But 
a few papers of the very highest 
quality refuse to tell what they 
print. They do this because they 
think the public believes they print 
more than they really do, but for 
his own part he thought that, were 
these papers to state their circula- 
tion openly, it might be found that 
they were really printing more 
copies than the public gave them 
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credit for printing. A youn 
as men over sixty hove. hes aan 
cided advantage just in being 
young. Some of the young men 
on the Eagle’s staff have just as 
good a chance to ultimately own 
the paper as Colonel Hester had 
when he was their age. Perhaps 
when one of these young men, in 
future years, came to be proprietor 
of the Eagle, he would adopt the 
policy of stating its circulation, 
And then, perhaps, he wouldn't. 
Questions of a keen, searching 
nature were then propounded for 
half an hour. To all Mr. Rowell 
gave replies as keen. One of the 
Eagle’s young men wished to know 
what he thought of the advertising 
agent’s practice of sending in read- 
ing notices for advertisers, with 
the request that they be printed 
free. He replied that this was a 
practice for which publishers and 
newspaper solicitors themselves 
were responsible, for in getting 
business direct from advertisers 
they offered the free reading notice 
as an extra inducement. When 
the account subsequently came into 
an agent’s hands the advertiser ex- 
pected him to secure the same 
privilege. Every concession that 
has been made to advertisers, such 
as broken column rules, ads run 
with reading matter on one side, 
two sides, three and four sides, ads 
placed at the top of columns, etc. 
when traced back to its beginning, 
would be found an innovation in- 
troduced by an advertiser who 
placed his own business—not by 
an advertising agent. In all can- 
dor, it is to the interest of the ad- 
vertising agent to place business 
with as few of these hampering 
conditions as possible. Asked 
whether he considered it fair to 
say anything against competing pa- 
pers in soliciting. he said that he 
thought it not only most unwise, 
but actually damaging to the paper 
the solicitor represented. The con- 
fidence of an advertiser could be 
gained more completely by saying 
a good word for other papers. It 
would be distinctly to the advan- 
tage of an Eagle solicitor to speak 
well of at least one other Brooklyn 
paper. On the subject of treating 
—that is, buying cigars, drinks, 
etc., for an advertiser—he believed 
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that most of the bad advertising 
accounts of a newspaper came 
from advertisers who were won 
that way, and considered it better 
to let the advertiser treat—men 
really enjoy doing small favors 
more than receiving them. 





THE GERMAN PRESS LAW. 
Synopsised by William Mayner. 

Sec, 1. The freedom of the Press is 
subject only to the restrictions which are 
specified in, or are admissible according 
to the present law. 

Secs. 2-4 deal with what are consid- 
ered to be newspapers, printed matter, 
circulation of the same, etc. 

II REGULATION OF THE PRESS. 

Secs. 6-7 require that all printed mat- 
ter, with such exceptions as are mention- 
ed (price-lists, visiting cards, etc.), 
must bear the name and residence of the 
printer and the name and residence of 
the editor or editors, 

Sec. 8 provides that only persons 
domiciled in the German Empire, and in 
possession of their civic rights, can be 
come responsible editors. 

Sec. 9 prescribes that a copy of all 
printed matter be handed in to the police 
authorities, with such exceptions as are 
specified. 

Sec. 10 requires that a paper contain- 
ing advertisements, must also accept 
oficial notifications, etc., at its usual 
tates, which must be inserted in one of 
the next two publications. 

Sec, 11 states that an editor is obliged 
to insert without abbreviations, and in 
the next issue, all such corrections of 
statements which are made by _ the 
authorities or by a private individual, 
provided the request is signed by the 
sender. Such correction must be insert- 
ed in the paper in the same place where 
the previous erroneous statement appear- 
ed, and without cost, if the correction 
does not exceed the space of the original 
announcement. 

Secs. 12-13 contains merely speci- 
fications of exceptions. 

Sec. 14 prescribes that if a paper is- 
sued abroad has twice within one year 
been punished for trespass against Secs. 
41-42 of the penal code (on account of 
punishable contents), the Imperial Chan- 
cellor can, within two months after the 
last case has been decided, issue an 
order for the suppression of such paper 
for upwards of two years. 

Sec. 15 specifies that in the event of 
war, news of movements of the army 
can be stopped by the Government. 

Sec. 16 states that cash fines inflicted 
upon persons for punishable actions, 
May not be defrayed by means of a 
Notice inviting the public to subscribe 
the amount, ‘ 

Sec. 17. Official documents referrin 
to a law suit must not be printed unti 

have been made known in court. 

ecs, 18-19 specify the fines and 

penalities, ranging from 50 to 1,000 

marks, or imprisonment up to six 
months. 

III, RESPONSIBILITY OF THE PRESS. 

Secs, 20-21. The editor and, under 
certain circumstances, the owner and 


PRINTERS’ 





INK. 7 
, 
printer, can be held responsible, if they 
cannot or will not name the person re- 
sponsible for an offending article, pro- 
vided the person in question resides in 
Germany. ~ 
Iv. LIMITATIONS. 

Sec. 22. Prosecution for any offense 
against the press law must take place 
within six months. 

V. CONFISCATION. 
Sec. 23 fixes the reasons for which a 
paper may be confiscated. 

ec. 24 states that the confirmation, 
or the cancellation respectively, of an 
order of confiscation, must be given by 
a Court of Justice, which order must be 
applied for by the public prosecutor 
(Staatsanwalt) within twenty-four hours 
after such confiscation, and the court 
must pronounce judgment within twenty- 
four hours after the receipt of such an 
application. If the police authorities have 
confiscated a paper, the public prose 
cutor must be advised within twelve 
hours, and the latter has to apply for 
confirmation to a court within twelve 
hours. If no sentence has been issued 
within five days, the confiscation is 
cancelled. 

Sec. 25. There is no appeal against the 
decision of a court by filing a complaint, 

Sec. 26. If prosecution is not com- 
menced within two weeks, the confisca- 
tion confirmed by a court is cancelled. 

Secs. 27-29. Methods of confiscation, 
fines, penalties, etc. 

VI. FINAL INSTRUCTIONS. 

Secs. 30-31. Regulations in time of war, 
etc., and time when the law went into 
force (July 1, 1874) for the whole of 

rmany, excepting Alsace-Lorraine, 





More publishers’ adver- 
tising appears in The 


Chicage 
Record- Herald 


than in any other news- 
paper in the entire West. 

















NEW YORK DAILIES. 


The following articles were prepared for the 
Kansas City Star atthe request of Mr. Nelson, 
but the editor of that paper thought them too 
interesting to newspaper men to prove of value 
to the general public. Melville Stone, of the 
Associated Press, suggested that they be sent 
as they are to Printers’ Ink. 

They are of interest to advertising men in a 
way, and, although they contain inaccuracies, 
are doubtless more readable as they stand than 
they would be after being comand in the 
interest of strict veracity. 


a 
THE “HERALD” AND “WORLD.” 

The newspapers of greater New 
York City do not increase in num- 
ber although every year the popu- 
lation is swollen by an addition in 
number and _ business _ interests 
which, if forming an individual 
community, would support at least 
two daily papers with handsome 
profit. As a group the New York 
newspaper press of to-day is a 
close corporation and the editor 
and publisher who would seek to 
establish in this apparently inviting 
field a new daily newspaper would 
find it a difficult task. 

Nevertheless there has been one 
important newspaper established in 
the last twenty-five years, and at 
least two so changed and re-organ- 
ized in character and policy as to 
amount almost to a new founda- 
tion in each case. 

But the Herald, the Sun, the 
Tribune, the Evening Post, the 
Telegram, the Journal of Com- 
merce, the Staats Zeitung, and the 
Erooklyn Eagle remain in a!l es- 
sentials just what they have been 
for many years, meeting in certain 
obvious particulars the demand of 
a denser and more exacting mode 
of life in the city but departing in 
no other respects from the general 
principles that govern their birth 
and shaped their early prosperity. 

The New York Herald prints its 
circulation at 511,900 and while 
circulation reports from whatso- 
ever source are properly discredit- 
ed there is no real reason to dis- 
believe the statement that it prints 
half a million copies daily. Its 
rate of advertising implies a re’urn 
approximating for each page $800, 
and that is in fact the average. Its 
color display advertisement runs to 
$1,000 a page and its classified ad- 
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vertisernent pages average at the 
rate of $450 a page. However, its 
average is nine pages of advertise- 
ments a day, and the average re- 
turns at $600 a page indicates a 
yearly revenue of over two and a 
half million. 

This figure must be cut for the 
commissions which are, of course, 
a direct charge and in some cases 
amount to 25 per cent. On the 
other hand there is a vast body of 
advertising of the classified kind 
which pays no commission, then 
there are indirect charges which 
must be made, for example in 
working up and maintaining special 
features in advertising real estate, 
seaside resorts, etc. 

Nevertheless, the figure of re- 
turn for advertising cuts close to 
2% millions a year for the Herald 
alone. It prefers not to do agency 
business and to solicit advertise- 
ments only in the most legitimate 
and conservative methods. Such 
was once its custom and it con- 
forms to it yet in so far as the 
fierce competition of its rivals the 
World and Journal-American will 
permit. Nevertheless it pays the 
quoted rates of advertising com- 
mission and meets its clients as 
adroitly and as pliantly as any of 
the well-established papers of the 


% 

he paper is sold at 3 cents or 
$10 the year to subscribers out of 
iwew York, $13.65 a year within the 
city, the extra $3.65 standing for 
postage and applied to favor the 
newspaper dealers who handle it. 
It therefore costs. its city readers 
a little less to buy it at 3 cents 
the daily issue and five cents the 
Sunday issue than to subscribe for 
it and receive it in the mails. Tak- 
ing into consideration the ruling 
price of papers for the last five 
years the Herald has probably been 
able to live on its sales. That of 
course is a matter of book-keeping 
and moreover only known to its 
proprietor. 

It is run upon a liberal but by no 
mean extravagant basis and, popu- 
lar belief to the contrary, it never 
indulged in any wastefulness of 
money even in its greatest and 
most curious exploits. It is now 
owned by a corporation formed for 
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business reasons and represented 
by 10 shares of common stock of 
which James Gordon Bennett holds 
7 and probably owns the other 
three, which are recorded in the 
names of E. S. Drone, lately the 
editor, W. C. Reick, the managing 
director and acting president in 
Mr. Bennett’s absence and Dulany 
Howland, the business manager. 
A valuation of the Herald property 
upon these figures, with the realty 
represented by its fine office and 
location, might be estimated upon 
the capitalization of a yearly return 
of about $3,000,000. But a news- 
paper’s value is chiefly that flex- 
ible thing called public favor which 
may linger or depart, and renders 
the successful conduct of a great 
newspaper the supreme test of busi- 
ness acumen. It would be safe to 
say that the Herald stands to-day, 
asa property, worth between twen- 
ty and twenty-five millions, a figure 
which renders its sale prohibitive, 
because no sane business man 
would ever embark such an amount 
of capital upon the uncertain ten- 
ute of public favor. This does not 
imply that the Herald could be 
bought for any sum. In 1882 Mr. 
John Russell Young brought Mr. 
Bennett, from a group of capitalists 
at whose head was Henry Villard, 
an offer of $7,500,000. At a later 
day the late Eugene Kelly, the 
banker, acting for English capital- 
ists, proposed to pay $8,750,000, and 
it was John W. Mackey’s earnest 
wish to buy the paper at all times 
and at almost any price. Mr. 
Bennett was Mr. Mackay’s asso- 
ciate in the construction of the 
Commercial Cable, and the men 
never met that the subject was not 
broached by Mr. Mackay in good 
faith and treated by Mr. Bennett 
with derision. The late Mr. Gard- 
mt Howland, manager of the 
Herald and Bennett’s cousin is the 
authority for the statement that 
these three proffers were the only 
serious ones made to buy the paper, 
although scarcely a day passes that 
some proposal to purchase or butt 
in does not come into the office 
rom some source. 

Very little is known of the per- 
sonality of Mr. Bennett even by his 
subordinates in the nearest rela- 
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tions to him. He is, however, the 
pervading genius of the paper and 
nothing is too trifling to secure his 
interest that concerns it. If the 
Westchester county reporter gets 
beat in his district Bennett knows 
it and the reporter hears of it. No 
line of special articles is taken for 
the Sunday edition without his ap- 
proval and the executive officers 
in their departments are only his 
voice and agent. The editorial 
page is cabled to him and the sub- 
jects of the leading articles on that 
page are indicated by him in ad- 
vance of being written. 

It might be expected that with 
Bennett’s accepted journalistic 
ability the editorial page having his 
careful surveillance would cease to 
be the scoff of mewspaper men, who 
rarely speak of it except to deride 
its lack of literary polish, its 
puerility in treatment and the lack 
of appositeness in the subjects 
treated. But the policy of the 
Herald is to follow public opinion, 
not to form, lead nor direct it. Its 
aim is to tell the news, get in pro- 
cession with the majority and 
forge along to the front on the cur- 
rent if it can. Sometimes it takes 
a definite stand upon some import- 
ant question but never until it has 
worked out to its own satisfaction 
the probable direction of popular 
feeling. For example, when it op- 
posed the Land League campaign 
in this country, conducted by Par- 
nell, it sent a dozen trusted re- 
porters all over the country to visit 
every prominent Irishman and se- 
cure his views from which to 
gather a concensus of opinion, 
which was entirely incorrect as it 
afterwards proved. These report- 
ers did not write a line. Later on 
the Herald extricated itself from 
the embarrassing situation and re- 
stored itself to the Irish favor 
which it has always sought, but in 
this case lost, by giving $100,000 
out of hand to the Irish Famine 
fund and by leading a relief ex- 
pedition of the most splendid and 
liberal kind. 

Mr. Bennett has just returned 
from Europe in his yacht Lysistra- 
ta, a steamship in which he cruises 
round the world and which he 
commands himself under a ship- 
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master’s certificate, issued in Eng- 
land and indorsed by the necessary 
authority in this country. I rode 
up town with him on an elevated 
train the other day and except that 
his hair and moustache are white 
as driven snow he hasn’t changed 
a particle in 25 years. His figure 
is as erect, his step as firm and 
springy, his face as unwrinkled and 
his eye as clear and bright as 
when he raced Carroll Livingston 
on foot, at daylight one morning, 
from the Union Club in 25th Street 
to Central Park and back for 
$2,500 twenty-six years ago. 
During Mr. Bennett’s absence 
the paper is run by W. C. Reick 
who was trained for the job from 
his youth. Before, Mr. Reick was 
found the Herald had many man- 
aging editors. First there was 
Frederick Hudson, who wrote the 
history of journalism, then Thos. 
B. Connery, then John Flynn, an 
Irish boy who grew up on the pa- 
per but didn’t grow broad enough, 
next Julius Chambers who was 
capable in all ways but strange to 
say was too extravagant with 
rioney and then, after many others, 
came Reick who passed all the 
chairs and for a long time held the 
arduous post of city editor. Reick’s 
name does not appear on the edi- 
torial page and you may seek in 
vain in “Who’s Who in America” 
and elsewhere to find anything 
about him, but he runs the whole 
paper and he represents Mr. Ben- 
nett’s idea of the impersonal and 
capable journalist. He is one of 
the most industrious men in New 
York, quiet, modest, unassuming 
and watchful. In the old days it 
was the practice of the Herald to 
keep its staff alive by frequent and 
unexpected shakings up. When the 
paper got beat heads began to fall. 
Now the old hands stick and the 
paper is barnacled with old 
attachés. Many years ago Ashley 
Cole, later om Governor Morton’s 
secretary and afterwards president 
of the State railroad commission, 
was city editor of the paper and 
being in failing health was sent by 
Mr. Bennett to accompany the 
California wheat fleet on its yearly 
race to Europe. While Ashley was 
off Cape Horn an infernal machine 
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was sent to the Spanish Consul in 
New York through the post. The 
Tribune got the story and the 
Herald got beat. Bennett happen- 
ed to be in Barcelona and cabled to 
have the Herald’s report repeated 
to him by wire. It didn’t have any 
and the next cable discharged the 
executive city staff to a man, and 
when Ashley arrived at Cork he 
was out of a job and he couldn't 
get it again and never did get em- 
ployment on the paper although he 
sought it earnestly enough. After- 
wards he was glad enough not to 
have buried himself in the Herald, 

There are no other personalities 
of importance on the paper except 
the city editor, C. W. Lincoln, who 
is training like Reick and is an en- 
tirely capable journalist, and like 
him in method and spirit. 

A great deal of the city news is 
now covered by the press agencies 
and most of the papers have a 
common service. The Herald is 
in this pool and retains a special 
staff much reduced from its old 
strength of fifty and sixty reporters 
to work out special stories, or to be 
turned loose upon the sensation of 
the day which it is wished to 
feature. 

The Herald in reality professes 
to be a general newspaper covering 
the whole field, as distinguished 
in policy from the paper which 
makes everything subordinate to 
the feature of the day. But it 
yields occasionally to the tempta- 
tion of the “feature” aspect and 
occasionally gets a little yellow in 
its news treatment and head-line. 
Then it will brace up as if under 
an emotion of reform which is 
sometimes so violent that it has the 
nature of a spasm. It has no 
politics—and it has no creed in 
political economy. It does not 
know whether it stands for tariff 
or free trade, for imperialism or 
not, for municipal ownership of 
corporate control, for or against 
trusts, and it can’t or won't tell you 
whether the constitution follows 
the flag. If it knows what it 
thinks about any of these things it 
never reveals the knowledge to its 
readers. But what it does stand 
for is the news—what happened 
yesterday the world over is the 
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Herald’s business and care—and 
better than all other papers it 
gathers and prints the history of 
the elapsed twenty-four_hours. Its 
news provision is a marvel of com- 
pleteness and care. It schedules 
with a special clerical force that it 
calls editors the stated events of 
the future and watches them 
with jealousy. 

Its telegraph bills ran during the 
war to $18,000 a week. Its corre- 
spondent account, settled weekly in 
so far as possible, is nearly $8,000. 
Its city staff are a charge of $3,500 
a week and its editorial pay roll 
last year was $115,000, 

* * « 


Whichever may be regarded as 
the leading paper of the United 
States, and apart from circulation, 
there can be no doubt that the 
Herald leads in New York in im- 
portance and influence, in pros- 
perity, circulation and popular 
favor, and that the New York 
World in these important partic- 
ulars stands second. The Herald 
may have no convictions but the 
World simply overflows with be- 
liefs and creeds. It has a definite 
opinion upon every subject from 
lawn tennis to the transubstantia- 
tion of the Holy elements. There 
is nothing on earth that it hasn’t 
an opinion about, nothing evil that 
it doesn’t seek to reform, nothing 
good that it doesn’t seek to make 
better, and nothing so perfect that 
it couldn’t suggest a way to im- 
prove it, It is the Democratic organ 
but because its individuality is so 
intense, and its ego so pervading 
it can’t be anything else than the 
World and the journalistic reflex 
of Joseph Pulitzer. There is noth- 
ing new to be said about Mr. 
Pulitzer, yott know him in the 
Missouri Valley quite as well as 
we do, and what his paper is in St. 
Louis the World is also in New 
York. If ever the function of a 
newspaper was to raise hel! and 
print the news the World has met 
the demand. Not content with 
publishing the record of a crime it 
has hunted up the criminals and 
fastened upon them the guilt, In 
one case it very likely secured the 
conviction of an innocent man, or 
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if not, by its clamor aggravated 
the public mind against him so that 
an offense which would have been 
amply paid for with 5 years was 
punished with a 15 year sentence. 
It built monuments, governs the 
city all it can and tries to do it all 
alone, does as much in the same 
way for the State and the nation, 
and conducts foreign politics for 
this country and others as well. In 
short the World is about the busi- 
est thing in a busy city and it is 
now making a laudable effort to be 
as good as it can, that is to say it 
is departing from the recklessness 
of its reorganized life and becom- 
ing staid, dignified, and in some re- 
spects conservative. 

In the history of this newspaper 
under the Pulitzer régimé it is 
repeated again and again that much 
of its success was due to John 
Cockerill. Mr, Cockerill has gone 
his way with an overestimate ot his 
abilities and a reputation which he 
never justified. Working under 
the immediate direction of a great 
man he was an able lieutenant, 
and such he proved first with 
Washington McLean and_ then 
with John McLean on the Enquir- 
er in Cincinnati, and subsequently 
in St. Louis and. New York 
with Mr.. Pulitzer. Between 
these two engagements he un- 
dertook the management of the 
Baltimore Gazette, a democratic 
paper owned and backed by the 
Pennsylvania R. R. interests. He 
failed altogether and did not even 
make an impression there. He 
said: “only a few of the Southern 
people can read and they do not 
want to.” But Baltimore support- 
ed and still supports four extreme- 
ly able and successful papers, the 
Sun, American, News and Herald, 
so that plea does not stand. After 
Col. Cockerill closed his engage- 
ment with the World he had the 
New York Commercial Advertiser 
under favorable conditions. He 
did nothing with it and said that 
there was not “enough journalistic 
talent in the country to revive that 
corpse.” But the Commercial Ad- 
vertiser, now the Globe, is at 
present a very successful paper. 
Mr. Cockerill then became a for- 
eign correspondent for the Herald 
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and died abroad at Cairo. He was 
a lovely character, one of the most 
engaging persons as a companion I 
ever knew, but he was far from 
being a great journalist and by no 
means the maker of the World. 
‘Lhe man who did that was Joseph 
Pulitzer, whose force, vigor, inde- 
pendence and capacity for journal- 
ism in all its branches ranks him 
with the first in the little group of 
really great newspaper men which 
this country has produced. Like 
Mr, Bennett he lives in Europe and 
edits his paper by cable. He has 
a home in Weisbaden and personal 
sympathy goes out to him because 
he is blind from overwork. 

Under the commercial aspects in 
which journalism is now presented 
in the country it is entirely likely 
that he offers the last illustration— 
of the great editor and publisher 
combined in one person. The 
others were perhaps the elder Ben- 
nett, Raymond, Charles Dana, the 
elder Samuel Bowles of the 
Springfield Republican, Joseph Me- 
dill, Wilbur F. Story, and with 
these men Mr. Pulitzer is to be 
fairly classed. 

The World is a one-cent paper 
in the city and two cents outside 
of greater New York. It claims 
to have inaugurated the one cent 
newspaper, but the New York Sun, 
the Times when it started and 
even the World at the beginning 
were one cent papers. The World 
has no memory. 

With the prevailing price of pa- 
per and issuing as a rule as an 8- 
column, 16-page paper the morning 
World has probably always been 
circulated at a charge greater or 
less upon its advertising depart- 
ment. This averages about 8% 
pages a day at the rate of $800 
per page. Some four pages con- 
tain classified advertisements on 
which no commissions are paid and 
the average price per page is $400, 
so that the annual return on the 
morning World advertising ap- 
proximates two and a half million 
a year, and an estimate of its 
value is $15,000,000. It is an 8- 
column paper, the Herald is only 
7 and its columns not as deep as 
the World 
Mr. Pulitzer’s right-hand man is 





Bradford Merrill, a brother-in-law 
of Frank D. Millet, the artist, and 
bred to newspaper work in Phila. 
delphia. As a matter of fact the 
corps of newspaper workers in 
New York is largely recruited from 
the Quaker city, as for example; 
Frank Stockton, John  Russelj 
Young, John Foley, Sam Mac- 
Keever, and John Norris, now pub- 
lisher of the Times, of the old lot 
and many important figunes of the 
present body. Merrill has a full 
swing and the entire confidence of 
his chief. The World works a 
numerous staff, which it changes 
about with great frequency, so that 
nobody knows where he stands, 
The pace is very wearing and the 
men break down and pass their 
useful stages with rapidity. 

In the excitement of the Spanish 
war, whose campaigns were as 
arduous in the World and Jour- 
nal offices as on the Spanish main 
itself, Chamberlain, of the even 
ing edition summoned his whole 
staff and announced as the feature 
of the day the word War alone 
occupying the whole first page and 
the paper was sent to press. Word 
was got to Merrill who stopped 
the issue. The next day Chantber- 
lain was dead, carried down in the 
whirlpool of excitement in which 
he lived for a few awful months at 
the cost of his reason and then his 
I R. E. Raymonp. 

——— 
AN ADVERTISING IDEA IN STATE 
PRINTING. 

Announcement is made by the State 
Printing Board of Indiana of the ac 
ceptance of a special type called “In- 
diana” which will be used exclusively 
by the State. Patent rights have been 
applied for by the secretary of the 
board, Thomas Carter, who will transfer 
the patent to the State as soon as it is 
granted. The type will make impossible 
any erasures or other charges that might 
be made without authority in the printed 
bills of the legislature and other docu- 
ments.—Editor and Publisher. 
+o 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. 
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PURE FOOD AS A RETAIL 


One of the topics most widely 
discussed just now in the press 
is that of pure foods, beverages 
and drugs. In New York recently 
there was arrested a band of drug 
counterfeiters who have for years 
disposed of fraudulent medicines 
for prescription purposes, finding an 


outlet through unscrupulous re- 


tailers, The liquor trade has been 
brought into suspicion through the 
large number of deaths traced to 
poisonous whiskey. The Agricul- 
tural Department is making a 
fight for printed formulas on food 
articles containing preservatives or 
coloring matter. In many States 
pure food laws are being agitated, 
and the question is one that con 
cerns the whole public. People are 
thinking about it, 
ok * * 


“The only safety to the consum- 
ing public,” says the Trademark 
Record, lies in observing two rules 
of action in controlling their deal- 
ings, and these are to look to the 
trademark as a guarantee of gen- 
wineness and authenticity, and, 
what is of equal or even greater 
importance, to be sure of the hon- 
esty of the retail dealer who serves 
you. The retail dealer, as the 
courts have so frequently said, is 
but rarely deceived, It is the ulti- 
mate purchaser who is made the 
victim of deception, substitution 
and fraud.” This indicates an ad- 
vertising policy that should govern 
every manufacturer of a whole- 
some food article, liquor or remedy. 
Following the deaths from wood 
alcohol poisoning in New York, 
nearly every reputable distiller of 
a trademarked whiskey spent 
monéy liberally for newspaper ad- 
vertising, Some of the food ad- 
vertisers have done the same, but 
not to so great an extent as is 
warranted by present conditions. 
The burden of pure food advertis- 
ing, however, lies with the retailer. 
He is the ultimate distributor, and 
comes into closest contact with the 
purchaser. Through advertising 
that will build up a reputation for 
integrity he cannot only win con- 
fidence in his community, but off- 
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set the ruinous competition in 
prices that puts him at a disadvan- 
tage with competitors who are un- 
scrupulous enough to handle 
doubtful or fraudulent merchan- 
dise, 

* * 

The retailer’s pure food advertis- 
ing should meet the charges of 
the Agricultural Department and 
the press in the most direct way. 
Every exposure of fraud should be 
turned into advertising capital. 
The consuming public should be 
shown conclusively that cheapness 
always means impurity, fraud and 
often danger, and that foods, liq- 
uors and drugs fit to be put into the 
human stomach—articles beyond 
a shadow of suspicion as to purity 
—can only be purchased at a fair 
price. The conscientious grocer, 
butcher, druggist and liquor dealer 
should look upon dishonest: com- 
petitors as real enemies of the 
public and himself. While never 
making a direct attack in advertis- 
ing, the whole weight of paid pub- 
licity should be brought against 
them indirectly. Indirect adver- 
tising to warn the public is really 
more forceful than direct charges, 
By building up his own reputation 
and trade the honest dealer pulls 
down that of dishonest retailers. 
Taken out of the questionable 
plane of price competition and put 
onto one of guaranteed quality, 
such advertising is a magnet to the 
best trade of the community. It 
has been the Little Schoolmaster’s 
contention all along that quality 
advertising is more profitable than 
that based on mere price competi- 
tion, There has never been a time 
in the history of this country 
when quality arguments in retail 
advertising had so much interest 
for the consuming public. 


MaIL-orpeR houses and_ advertisers 
sending out a large mail will be interest- 
ed in the Thexton envelope-sealing ma- 
chines, exploited by the Addressograph 
Company, Chicago. Folders sent out 
show that it is a good device, but don’t 
enter sufficiently into details. 

A CATALOGUE of books on advertising, 
said to be complete, is issued by Seth 
Brown, the Cleveland advertising spe- 
cialist. The list is rather a slender one, 
embracing less than a dozen books on 
advertising topics, but this seems to be 
all there are. 
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A CAMPAIGN THAT SOLD 
FOUR BLOCKS OF 
DWELLINGS. 


Some years ago a Philadelphian, 
William J. Kelly, owned four 
blocks Of dwellings in Amber street, 
that city, They were suitable for 
mechanics and workmen,. or even 
clerks on moderate salary. Amber 
street had the name of being one 
of the widest and cleanest thor- 
oughfares in the Quaker City, and 
the houses were held at a reason- 
able price. In some respects, how- 
ever, this property was unattract- 
ive. The houses were fourteen 
years old. They were rather shab- 
by, and the selling price did not 
permit of re-papering or painting. 
The toilet conveniences were-out- 
doors—a decided drawback in view 
of more modern arrangements fur- 
nished in dwellings built since their 
erection. 

For nearly two years Mr. Kelly 
advertised these dwellings in the 
classified columns of Philadelphia 
papers, going in under “Real Es- 
tate” for the purpose of interest- 
ing those seeking a home on the 
installment plan. His price per 
dwelling was $1,800, of which $200 
was required in cash and the re- 
mainder in payments equivalent to 
$15 a month rent. Nothing came 
of the advertising. Prospective 
purchasers were attracted, but on 
inspection usually said something 
about calling again,” which they 
never did. 

Mr. Kelly then went to the H. 
I. Ireland Advertising Agency, 
Philadelphia, and asked what 
could be done to sell his property 
quickly. Mr. Ireland, on an in- 
spection of the property, frankly 
said he considered it a difficult 
proposition. The owner was de- 
termined to advertise it more vig- 
orously, however, and when an es- 
timate of $7,500 as the probable 
cost of a campaign was given him 
he assented to the expenditure. If 
this appropriation would sell the 
dwellings the cost would be less 
than the commission of an agent. 
He had faith—“nerve,” as Mr. Ire- 
land puts it. 

The first step taken was to com- 
pletely renovate one of the dwell- 
ings with new paper and an at- 


tractive color scheme of painting, 
Then a woman was put in charge 
of this “sample.” She was an ex- 
perienced saleslady, and _ was 
counted upon to overcome the ob- 
jections of feminine home-hunters 
in ways that would be beyond a 
man. Subsequent —_ experience 
showed that this was an exceed- 
ingly wise move. A newspaper 
campaign to cover one year was 
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bunie of the houses op the east 


F you found a place you 
liked, would you stop pay- 
ing rent and buy a house 

to live in? . If so you had 
‘better investigate 


Amber Street 


In northeastern Philadelphia, 
one square east of Frankford 
Avenue. 

One of these properties may 
be bought for $200 down. 
terms to suit purchaser. 

Send postal card for book 
with pictures of the houses, 
outside and inside. 


Take Frankford car on Third 
street. From Broad Street Sta- 
tion forty trains a day—to Frank- 
ford Jynction. 


WILLIAM J. KELLY 














3423 Frankford Ave. 











then laid out. Ads measuring 
about five inches single column, 
set in display, were prepared. Some 
were illustrated with views of the 
houses and emblematic cuts con- 
stituting a catch line. “Own your 
own home” was the theme of the 
advertising—“Why pay rent? Be 
your own landlord.” Terms were 
printed in each ad, with directions 
for reaching the property, and a 
booklet of views was offered. The 
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latter showed Amber street and 
the exteriors of the dwellings, 
with half-tones of parlor, dining- 
room, kitchen, bedrooms, back- 
yard, etc. Brief descriptions were 
given of each, with dimensions. 
These ads were printed in the 
Inquirer, Press and Public Ledger, 
appearing about three times a week 
in preferred position. Usually the 
second or third page was used, the 
main purpose being to get away 
from regular real estate advertis- 
A_ supplemental campaign 
was also begun in the Record, con- 
sisting of paid reading notices with 
attractive headings that gave them 
the appearance of news. Mr. Ire- 
land believes that the latter pulled 
better than the display ads. All 
four papers are issued in the morn- 
ing. At that time Philadelphia 
had no evening paper of circulation 
so large that it reached the class 
of people who would naturally be 
interested in these dwellings. If 
the campaign were repeated to-day 
the Quaker City’s two excellent 
evening dailies, the Bulletin and 
Telegraph, would be indispensable. 
Within six months of the time 
this advertising started every one 
of the houses had been sold. The 
cost of advertising came to only 
$3,600 instead of the amount or- 
iginally appropriated, and the re- 
sult of the campaign was not only 
surprising to Mr. Ireland, but net- 
ted him a distinct loss in com- 
missions on the money that had 
been saved to the owner. An in- 
teresting feature of the sales was 
the class of people reached. In- 
quiry among the owners after they 
had moved into their property 
showed that only two or three out 
of the purchasers had contemplated 
the buying of a home when they 
were attracted by the advertising. 
All were interested by the isolated 
position of the ads, in the first 
place, not being in the habit of 
looking through the real estate 
classified columns, and after they 
had contracted the habit of read- 
ing the announcements their force 
and good sense led them to inspect 
the property. In the advertising, 
of course, no attempt was made to 
gloss over the obvious drawbacks 
of the dwellings. “Not of last 
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season’s building, but substantial” 
was the argument put forth, and 
stress was laid on the fact that to 
build such dwellings then, at the 
increased prices for material and 
labor, would make them more cost- 
ly by at least twenty- -five per cent. 
The house shown visitors by the 
woman attendant was attractive, 
and demonstrated what could be 
done by purchasers who would do 
their own papering and painting. 
A certain note of timeliness was 
infused into the advertising. It be- 
gan in September and continued 
through the winter. Special copy 
was prepared for Thanksgivin 

Day, Christmas, New Year’s an 

other holidays. It is a noteworthy 
fact that the campaign began after 
the regular fall renting and mov- 
ing season, and was finished before 
the spring season started, Mr. Ire- 
land says that no previous real es- 
tate campaign undertaken in Phil- 
adelphia had been conducted in 
display columns on the news pages 
of the daily papers, nor has a sim- 
ilar campaign been carried out 
since. He believes that the plan is 
one full of possibilities, and 
recommends it to other advertisers 
in the real estate field. Most real 
estate advertising is directed at 
people who have made up their 
minds to buy, but only a small pro- 
portion is addressed to those who 
haven’t made up their minds. Ar- 
gumentative publicity showing the 
advantages of buying instead of 
paying rent are always forceful, 
particularly in the display columns, 
where the novelty has not worn 
off. Besides the newspaper ads, 
very good results were secured 
with a series of six mailing cards, 
bearing similar arguments, mailed 
to lists of people who were known 
to be members of building and loan 
associations in Philadelphia and 
suburbs. 

— 

A TROUSERS hanger and press are very 
thoroughly described and pictured in a 
booklet from the Practical Novelty Co., 
427 Walnut street. Philadelphia. With 
the booklet is mailed a list of those 
using the device, among whom are noted 
William Rockefeller, George Gould, 
George H. Daniels and Simeon Ford. 
Numbered circular letters and free trial 
orders go with each bocklet, and the 
whole makes an effective bit of mail ad- 
vertising. 
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(SECOND YEAR.) 
jo amount of money can buy a place in this list for a paper not having the 
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requisite qualification. 
Advertisements under this 
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ALABAMA. 
Anniaton, Brening Star. Daily aver. 4 1903, 
1,651. Republic, weekly aver. 1903, 2,216. 


Birmingham, Ledger. dy. Average f ‘or ~~ 
16,670. et 608. 04,19, Se. E.Katz. 


ARIZONA. 


Pheoentx, Republican. Dai —— 1903. 
6,088. Chus. T. Logan Fn pp nten- 


ARKANSAS. 
tile Reck, Arkansas Methodist. Anderson 
& pubs. Actual average 1903, 10,000, 


Little Rock, aed ptist Advance, wy. Av. /903, 
4,550. Nine months ending Oct. 27, 1904, 5111. 


CALIFORNIA. 
Fresno, Morning Republican, daily. Aver. 1903, 
&,160, ist 9 mos, ’94,6,299. E. "Katz, 8. A.,N. Y. 
Mountain View, my of the Times. Actual 
weekly average for 1903, 908, 82,842. 
Redlands, Facts, daily. daily. Daily average for 
1903 1.456. No weekly. 
San Franelaco, = d’y and 8’y. J. D. Spreck- 


daily avera ‘or year ending Oct., 
1904, 62,206; faedon, St, 3 8." 


San Jose, Pacific Tree and Vine, mo. W. G. 
Rohannan. Actual average, 1903, 6,185. Last 
three months, 1904, 10.000. 


COLORADO. 
Denver Post, daily. Post Printing and Pub- 
ishing Co. Average Jor 1908 , 88.798. Average 
ven November, 1904, 10k 42,295. Gain, 8,716, 
t@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


Sg ge gape 


Hartford, Times y “era for 1903, 
16,509. Perry Lukens, Jr. Ur. *? Hep: A 


Meriden, Morning Recor Poverd and Republican. 
daily average for 1903, 7.6 





New Haven, Evening sister. ate. Actual 
av. for 1903, 18.57 1; Bunday, 11,2: 


New Waven, Goldsmith and a 
monthly. Actual a 17. 


verage Sor 1903, 7,81 





period, in accordance with the rules of the American News- 


ew oven, Palladium, daily. Average 
1905068 Katz, Special Agent.N. Y. said 
New <li Union. Av. 4 1903, 15,827, firet 9 
mos. 1904,16,008. E. a Special Ageut, N.¥ 
ew London Dey, Aver. 1903, 5,618, 
Pry 1904, 6,049 Kate, Spec. Ad. Agt., N.Y. 
Norwalk, Evening Hour. Dail; coll 
ending June 1, 1904, 8,188 (Gk). ” 
3Sny ont Bulletin ae. Average for 4 
3 first six months 1904, | 4, &, 178. aaah 
Saryaen, Record, weekly. weekly. W. C. Sharpe, Pub. 
Actual average 1903, 1,169. 


Waterbury, Republican. Dail ocrage ont 
5.846. La Cente < Maxwell. Bpec’ Agts 


DELAWARE. 
Wilmington, Every Eveni Avera rr 
anteed civoulation Sor 1903, 10.¢84. sa 


Wilmington, Morning News. Only morning 
paper in Bote. Aver. a. 10,006 fors months, 


DISTRICT OF COLUMBIA. 
Washington, Ev. Star, dail iy: Ev. Star News 
paper Co. Average for 1908, § 1908, 84,088 (O©). 
i 
108,000, “First ale msn von AYE SE RS 
Smith & Thompson, Rep. 4 NV. ¥. & Chicago. 
FLORIDA. 


Jacksonville, Metropolis, d’y Av. 1908, $008, 
ist 6 mos, ’04, 8,88 . Katz, Sp. Ag., WY. 


GEORGIA. 
Atlanta, Journal, d dy. Pie 28.086. 

1904, 44,868. Semi-weekly 4 4 867. mae: 
Atlanta, News pen pe average, 1908, 
20.104, Average April, 1901 1904, 26, 547. 
Atlanta, Southern Culti Cultivator, agriculture. 


semi-mo, A average for 1904, 40,250. at 
present no issue = than 6 000. 


IDAHO. 
Bete Capital News, d’y and wy. ceil News 


x. ub. Arer, 1903, daily 2,761, weekly 
8.475.” rat 6 mos. 1904, dy. dip 28 wy. 8,868. 


ILLINOIS. 

Aurora, News. Twelve months ending Sept. 
1904, daily average 5,614, 14. 

Cairo, Bulletin. ‘Daiiy an Sunday average 
1904 to Nov. 80, 1,916; naa fen. 30, ¥@,110. 

Outro, Citizen. Daily average 1903, 818; week- 
ly, 1,110. First eight onthe 1904, daily, 1,205} 
weekly, 1 9125. August, 1904, daily 1.281. 

Champaign, News. First ag months 1904, 
no day’s issue of less than 2, le 
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Ohiengo, Bakers’ Helper, monthly ($2.00). H. 
pivuseold’ Average for 1903, 4,175 (OO). 

Chie Alkaloidal Clinic, monthiy. Dr W. 
ov Abbott, pub.; 8. DeWitt Clough, adv. mgr. 
Quarai pad F 80,000 copies, reaching 
over one-fourth of the American medical pi 
fession. 


Chicago. Breeders’ Gazette, sock farm,week- 
Sanders Pub. Co. Actual ede 190% 
7,880, 39 7 weeks oe Sept., 8, 1904, 68,157. 


hi 1 Digest, mo. PD. H. Crouse 
pn Pie oe  boorage er 1903, 7,000. : 

‘amen Farmers’ Voice. Actual weekly aver- 
age year ending September, 1904, 28,802 (+). 

Obieago, Grain Dealers Journal, s.mo, Grain 
om jompany, Av. for 1903, 4,854 (@O). 

hicago. Gregg Writer, monthly. Shorthand 
wal Iypeeriting: Actual srevags tes, Th 666. 

Ohi , Journal Amer. Med. A KS ag 
1908, 28, 15. July, Aug., Sept., 1904, 0h, 82,5 1. 

Ohiengo, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 

Chieago, National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos, 1908, 6,250. 

Ohi Record-Herald. Average for 1903, 
daily 1 4,218, Sunday 191,817. 

Chesge. Retailers’ Journal, monthly. De 
voted to th: 0 grocery is terest. ‘Guaranteed cir- 
culation 11.000 La Salle St., Chicago. 

at ton, Enterprise, week! No issue since 

695 leas than 1,008 copies. - 

reas, Star-Courier. Av. for 1903. daily 
8,088, wy. 1,414. -_ Daily 18 ist 5 mos. '04,8, 296. 

La Salle, — Polish, weekly. 
Average 1903, 1,8: 

Peorla, Star, evenings ana or saomuiay. 
Actual sworn average for 1903, 22,19 

Roekford, Republic, daily daily. pene . as 
for 1908,6,540. La Voste & Maxwell, N. 


INDIANA. 
Eveneville, Courter, and 8. Courier Co., 
pa, A ct. av. 02,131,218 ). Sworn ar. ’03,12- 
18. Smith & Thompson, Sp. Rep.,N.Y.& Chicago. 
Evanaville, Journal-News. Av. 1903, d’y 18.- 
852, ist. 6 mos. '04,14,160. E. Katz, 8. A., N. ¥ 
Goshen. Cooking Club, monthly. Average for 
198, 26.878. 4 A persisten ‘ent ium, as 
wires keep every issue for dai daily reference 
Indianapolis, News. dy. 41 a A er net sales in 1903, 
9,885, August, 190. 
Indianapolis, star Av net males 
returns and unsold copies deducted he ie GS 
Marion, Leader, daily, W.B. sauna ub. 
Actual aver. for 6 mos. end. June 30,04, 5,741. 
Munefe,Star. Average net sales for Nov. (all 
returns and unsold copies ded perage et osles for 497. 
Notre Dame. The Ave Mar Maria, Catholic sty 
magazine. Actual average for 1903, 24,08: 
a pichmond Sun-Telegram. Sworn av. 1903, d: 
8,811. For Feb., 1904, 8.944, i 
South Rend. Tribune. Sworn da erage 
1908,5,718. Sworn n average for Oct., iy 80. 
Terre Haute, Star. Av. ar. Av, net gales for Nor. (all 
returnsand unsold copies deducted), 20,405 (+). 


INDIAN harap nagponnggt 
Ardmore, Ardmoreite, weekly. 
Average for 1903, dy., resis ye Te Ste. 


IOWA. 

Davenport, Times. Daily aver. 1903, 8,055, 
8. wy. 1,660. Daily aver. Nov., 1904, 9.715. Cir. 
guar. more than double of uble of any Davenport daily. 

Decorah, Decorah-Posten (Norwegian). Sworn 
av. cir’ “ty 1908, 89,681. March, 1904, 40,856, 

Des aa Conti, daily. Lafayette Young 
publisher a ‘or Ty 898. 
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« Moines, News, dai Actual average for 
100, “45.876. B. Dy. Butler, N. Pind Onionge. 


Des Moines, Wallace's Fa: 's Farmer, wy. Est. 1879. 
Actual average for 1903, 88.769. 


Museatine. Journal. Daily av. 1903 4.849, 
cemi-weekly 2,708, first four months 5,167. 


Ottumwa, Courier. Daily a ‘or March 
and April. 1904, &,021. Trt ere Sor 
March and April, 1904, 7.704 7.704. 


Sioux Oley. Journal. a are av. for 1903 (sworn) 
share. 3 iy av. Fat aan Ki ed — of ae 
its *"jleld than of all “other dally papers combined. 


KANSAS. 
MWutchineon. News. Pots 4903, 8.68, weekly 
2,112, £. Katz, Agent, New ‘ew Yori 
Topeka, Western Se csci tourna, educationa 
mont . Average for 1903, 8,125. 
KENTUCKY. 


Harrodsburg, Democrat. Best weekly in best 
section Ky. Av, 1903, 8,582; growing fast. 


Lexington, Leader. Av.’03, 5,828, S; 008, 
ist gtr 0s, dy. $928, Sy. 5,448. i. Hats om “ 

Loulaville. Evening Post, dy. “ven ning Post 
Co., pubs. Actual arevage for 1903, 26,96. 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Yearend. Tune 30,’04,1 04, net paid cir. 2, 98%, 


Padueah, pa. October, 7: 1904, 
Average 2,900. 
LOUISIANA. 
New Orleans, The Southern Buck, official 
organof Kikdom ! in La. and Miss. Av.03, 4.780. 
MAINS. | 


Augusta, Comfort, m 
ctual average for 1903, 1,26: es 


Bangor. Commercial. Average for 1903, daily 
8,218. weekly 29,006. a 


Dover, Fisetegets Observer. Actual weekly 
average 1903,1,904. 


Lewiston. Evening Journal daily. Aver. for 
1903, 6,814(@0), weekly 15,48! 482 (©@). 


Phillips. Maine Woods ana Woodsman,weekly. 
J. W. Brackett Co. Average for 1903, 8,041. 


Fortiena. Evening Expres Express. Average for 1908, 
daily 11,740, Sunday Telegram $090. 


MARYLAND. 

» News. d ing N Pub- 
lishing Gor siverage 103, 44,588. For November, 
1904,68,154. 

MASSACHUSETTS. 
Boaton, Evening Transcript( mere. Beate 
tea table paper. Largest amou amount of week-day ad 


Boston, Globe. Average Average for 1908, somes 
554, Sunday, 297,824. 
Advertisements go in morning and afternoon 


Gannett, pub. 


edison for one price. 
» Post, ¢ Average for 1903, 178,808. 
ae. take, Nor, oaks de 228, ele Sy. 180, 
ot eaves in New England. Seo- 
whan y Been circulation tn New England. 


Beste n, Traveler. Est. ~ Ret. 1894. yy by AY 
1902, 8.352. In 1903. 76,666. For the first six 
ae ‘of 1904 dail a ls 810. 

Reps. : Smith & Y. and Chicago. 


East Northfield, ecard of Christian Work, 
mo. $1. Aver. for yea: ney, Des. 31, 1903, 20.250, 
a, tif you want a tri ly home circulation— 

hat sticks. Puge rate $22.40 flat, pro rata. 

Gloucester, Gee Ann nome. », Ak: Sod, 
a ear ending February 904, 
aver fret sit moe. 1904, 6.24 24174 Sm, 1904, 6.525. 


North Adama, Transcript, even. Daily net 
on 5,267. Daily av. wv. printed Oct., 1904, 105. 


Springfield. Good aoe mo. Aver- 








age 1904, 171, gg pH. ES issue 1905 less than 
200,000 copies. A ts guaranteed 
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Worcester, Evening Post, aay. Worcester 
Post Co, Average for 1903, er K 


Pe vO inion Publique, daily (O@). 
at Jan., 5,180. Only mch paper in 
States on Roll of Honor. 


MICHIGAN. 


ottaten. Telegram, dy. D. W.Grandon. Av. for 
prey Aver, ist. 4 mos. of 1904, 4,100. 


Michigan Daily Jour Journal. Aver. year end- 
Prine! 0h, 6. 7 Gk). Av. f Av. for June, 6,886 (3). 

Grand Rapids, Evening Evening Press, dy. Average 
1903, $7,499. 44,290 aver. daily to Sept. 7, 1904. 


Grand Bootia, Penipere Record (O©). Only 
national paper in its 


Grand Rapids, att Average daily issue 
Sor 1903, 22.824, first six months 1904, 26,187. 
Only morning and the only Sunday paper here. 


Jackson, Press and Patriot. Actual daily 
average for 1903, 5,649. Av. Nov., 1904, 6,860, 


Kalamazoo, Gazette, daily, six mos. to aot. 
ist, 10,144. Guarantees 4.500 more subscribe 
than any other daily Fm got per published in oily. 
Three months to September ist, 10,289. 


Kalamazoo, Evening Telegragh. First six 
mos. 1904, dy. 9,881, June, 9,520, 8.-w. 9,281. 


Py Courier-Herald, daily, Sunday. 
Average 1903, 8,288; November, 1904, 11,508, 


Saginaw. Evening News, daily. Average for 
1903, ai, 815. November, 1904, daily 15,060. 


MINNESOTA. 
Minneapolis, farmers’ Tribune, twice a- week. 
W. J. Murphy, pub. Aver. for 1903, 68,686 


Minneapolis, Farm, Stock and Home, nian 
monthly. Actual average 1903, 78,854. First six 
months 1904, 79,500. 


sinnonpetie. ey ae A Journal Print- 
ing Co. yerage 1903, & 5. gee. pr 4 
months 1904, 64,1833 Novem November, 66,80 


Minneapolis, Svenska enska Amerikanska ‘auiie. 
Swan J. Turnblad, pub. 1903,49,057. 


Minneapolis, The Housekeeper; household 
monthly. Actual average 1903, 268.250. 


Minneapolis Fe W. J. Murphy, pub. 
Est. 1867. Oldest Minneapolis daily. 1905, 
—g average, 72,882; last vig 1903, 

shy oy Sunday, 6: 4. Sunday 

ssi." first eleven aaeiae of 1904 was 

. The daily average for the jirst 

months of year was 87,498. Daily 
ie November, 94.144. 

ly Minneapolis daily listed 

in Rowell’s See ghee Newspaper 





siderable period down to date m 

ROLL OF HONOk, and publishes a 

= statement in its own col- 

The Tribune is the ree- 

ognized Want. ‘Ad Medium of Minneapolis 


8t. Paul, Der Wanderer, with ag’! sup., Der 
Farmer im Westen, wy. Av. for 1903, 10,500. 

St. Paul, Dipanh Py i Aver. 1903, 58,044. 
Present average & ST. PAUL'S LEAD.- 
ING NEWSPAPER, 626. | sf 1903, 78,026. 

St. Paul, Globe, daily. Globe Co., ublishers. 
Actual a average for 1903, 81,541 , 


it. Paul, News, daily. Actual average for 
1908. 85.816. B.D. Bulk ler,N. Y. and Chicago. 


Paul, Serer yy = Daily average 
190384,298, Sunday 80.988. on 


St. Paul, The rae s-mo. Rate, 35c. per 
line, with discounts. Circulation for year ending 
June, 1904, 81,5600. Present average, 85,000. 

St. Paul, Volkezeitung. Actual average 1903, 
dy. 11,116, wy. 28,414, Sonntagsblatt 28,408. 

Winona, Republican and Herald, daily. Aver- 
age year ending June, 1904, 4,126. 


MISSOURI. 
Joplin, Globe, daily Average 1903, 10.510, 
zh 1904,12,507, E. Katz, Special Agent, N.Y. 


as Clty, Journal, d'y and w’y. Average 
ae 1903, “dally 0,268, weekly 188,725. 
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Kanaaa City, World, daily. Actual average 
for 193, 61,282. B. D. Butler, N, ¥. & Chicago, 

Springfield, Sunny South, monthly. Actual 
average for 1903, 2,888. 

St, Joseph, News and Press. Daily aver, for 
1903, 80,418. Last 3 mos. 1905, 85,065. 


St. Louis, Medical Brief,mo. J. J. Law: 
A.M.,M.D.,ed.and pub. Av. for /903, 8%, 950." 


St. Louis, National Druggist, mo. Henry k. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). lk astern office, 59 Maiden Lane, 

St. Louis, Star. Actual daily average for 
1903, 64,878. 

St. Louis, National Farmer and Stock Grower, 
reggae Average for 1902, 68.588; average for 

1903, 106,625; average for’ 1904, 104,750 (%). 

St. Louis, The Woman’s M ine, monthly, 
Women and home. Lewis Pub, Proven aver- 
age for 1903, 1,845,511. Actu ~ proven aver- 
age for ast 12 months 1. 611,988. Every issue 
— eed to exceed 1,506,000 copies—full 

ount. Largest circulation of any publication 


in the world. 
MONTANA. 
Butte, American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 


Butte, Inter-Mountain, evening. Sworn net cir. 
culation for 1903, 10,617 Sworn net cirew 
lation from Jan, 1 to June 30, 1904, over 14,000, 


NEBRASKA. 
Lincoln, Daily Star. Actual average for 193, 
11,165, September, 1904, 15,798, 


Lincoln, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, 4904, 149,808. 


Lineoln, Freie Press, weekly. Actual average 
for year ending June, 1904, 152,088. 


Omaha, Den Danske Pioneer, w Sophus F* 
Neble Pub. Co. Average for 1903, 29,084. 


Omaha, News, daily. Actual average for 1903, 
41,824. B.D. Butler, New,York and Chicago, 


NEW HAMPSHIRE. 
Nashua, Telegraph, dy. pete © cab 
40 08.04, 2,87 05 0; October,’ Os, 8. 
NEW JERSEY. 
Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 8 mos. end, Aug., 31, 1904, 8,229, 
Camden, Post-Telegram. Actual daily aver- 
age, 1903, &, 798 sworn. Jan., 1904, 5,889. 
Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1903, 2,019. 
Hoboken, Observer, daily. Actual average 
1902, 18,097 ; Sept., 1903, 22,751. 
Jersey City, Evening Journal. np 
1903,19,012. First six months ‘oni 21, 1.08 


Newurk,Evening News. Evening News Pub. 
Co. Av. for 1903, daily 58,896, Sunday, 16,291, 

Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for 1903, 5,125 


Washington, Star, wy. Sworn av. 03, 8,759. 
Sworn aver. for year ending Sept. 1, 04, 8,904, 


NEW YORK. 

Albany, Journal, evening, Zepreal Co. Daily 
average or September, 21,6: 21, E56 

Albany, Times-Union. every evening. Establ. 
1856. Average for first three months 1904, F209, 626. 

Batavia, FNews, = . Average 1903, 
6.487. Six, “months 1904, 6,810, 

Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 

Buffalo, 7 morn.; Enquirer, even. W 
J. Conners. Aver. for 1908, morning Ra se, 
evening 88,082; Sunday average 68,586. 

Buffalo, Evening News. Daily averag 193, 
79,408. First 3 months 1904, 85,949. 

Catskill, Recorder, weekly. Harry Hall, oft 
tor. /903 av., 8,408. Av. August, 1904, 8,659. 

Cortland, Democrat, Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 
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ons, Republican, established 1821. Chas. H. 
pub saitor and prop. Circulation 1903, 2,821, 


nt Vernon, Daily Argus. Average /903, 
abso. Westchester County's leading paper. 
burgh, News, daily. Av. for 1903, 4.487, 
jpomore than alt other New’ + Pathe TB a! 
= pore City. 
American Mac: wy., machine construc. 
(Also European nition. ) jon.) Average 1903, 29,475. 
Army & Navy Journal | Eat Est. 1863. Weekiy arer. 
for 198, 9.026( +9 ee Trpaent cirontation (May 7) 
9,415. W. C. reh, Pubs. 
er’s Review month W. RK. Gregory 
ples. ual v ‘or 1903, Hey 
verage for last three month ‘mone 1903, 4,700. 
Sere s magazine, fami family monthi Ben- 
siger Brothers, Average for : 1008, 29,208 copies. 
Cueper, weekly (Theatrical). Frank Guee 
Pub. Co., Ltd. Aver. ce 1903, 26,912 (@ ©) (689). 
Fl Comercio, mo. Spanish export. J. Shep 
Clark Co. Bough ter 1903, 6,667. 
Electrical Review, weekiy. Electrical Review 
Pub, Co. Average for 1903, 6,885 (OO). 
Forward, daily Forward Association, Aver- 
age for 1903, 48,241, 
Four-Track News. monthly. Actual av. 
a six months ending November o'oee 100,600. 00. 
December edi tion guaranteed 1 


Haberdasher, mo., est. est. 1881. poset average for 
1908, 7.166. inders’ rit and Post 
receipts distributed monthly to advertisers. 


Hardware Dealers’ Magazine, monthly. 
In 1903 no issue less than 17.000 a 
D. T. MALLETT, Pub., 253 Broadwa,; 


Leslie’s Weekly. Actual aver. aan ot: 
1904, 69,077 (3). Pres. av. Pres. av. over 75.000 week: 


Leslie’s Moostiy 8 Magazine, New York. Ar 
circulation for 12 months, 229.112, 
Preset average ci ion bead 600. Novem- 
ber number guaranteed 800,000 


Music Trade Review, music ‘nae and art week- 
ly. Average Sor 1903, 5.588. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed gil, etc. 1903 av. cir. 6,402. 
New Thought, monthly. 27 F. 22d St., New York. 
oo Flower, publisher. Number of copiesand 
rtising given each month on first page 
reading matter. Sample copy free for tbe asking. 
Worth examination. NEW THOUGHT has made 
= for all its advertisers. Discount to 
ies, 25 per ous —— published rates. Aver- 
oa Fort 1903, 104,97 


ne List of Railroad Officials, qly. Railr’d 
&Transp. Av. 1903, 17.992; April, 1904,19,728. 


on People’s Home Journal, 525.166 monthly, 
ood Literature, 452.888 monthly, average cir- 
‘or 194—all to a sub- 


scribers. F. M. Lupton, Pui 
Printers’ Ink, a journal for advertisers, 4 
lished ‘Wednesday. Established’ 1888. 


eve 
Actual week ly hy nay 1, for 1903, 11,001. Actual 
weekly average for 1904 up to’ the week ending 
November 16, 1904, 14,880, 


The Ladies’ World m0., Household. Average 
net paid circulation 4 903, 480,1 55. 
The Wall Street Journal. Dow, Jones & Co. 
publishers. Daily average 19 1903, 11,987. 
The World. Actual aver. fo aver. for 1903, Morn., 278,- 
yo Evening, 857,102, Sunday, 888, 650. 
ocheater. Case and Comment, mo. Law. Av. 
r, 1903, 80,000 ; 4 years’ wee 80.186, 
Schenectady, Gazette N. Liecty. 
= ese 1902, 9,097. “eet “average for 
_ ene Evening Herald, daily. Herald Co., 
pub. Aver, 1903, dail ly 88,107, Sunday 88.496. 
Utlea. National Electrical Contractor, mo. 
Average for 1903, 2,70 
Utiea, Press, daily. gue A. Meyer, publisher. 
Average for 1903, 14.00 
Warsaw, Western Ger taines weekly. Aver- 
by ‘or 1903, 8,802. In county of 32,000 with 
iy. 
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NORTH CAROLINA. 
Charlotte, Cree, North Carolina's fue 
noerany ual daily aver. 1903, &, 582; 
Sunday, 6.2791; semt-weekly, 8,800. First three 
months 1904, 6,578. 
Elizabeth City, Tar Heel, —— ee 
average 1903, 8,500. Covers Covers ten counties. 
Relegee Biblical Recorder, weekly. ” 
1903, 8,8 First five months 1904, 10,166. 


NORTH DAKOTA. 

Grand Forks, Herald, dy. av. for April, 1904, 
5,862. Will guar. 6.000 for year, N. Dakota’s 
BIGGEST DAILY. La Coste & Maxwell N.Y. Rep. 

Grand F orks, Normanden, Ms £ ‘oad 
1903, 5,451. Guar. 6,700 ufter Nov. / 


OHIO. 

Akron, Beacon Journal. Average /903, 8,208. 
N. Y., 523 Temple Court. Av. Sept., 1904, 9,642. 

Cleveland, Plain Dealer. Est. 1841. Actual 
daily yng > 1903, 66,445; Sunday, $0,580. 
Novw., 1904, 86,855 daily; Suuday, 70,679. 

Mansfield, Daily News. Act. aver. aicieei 
June 30,04, 4,280(%). First 6 mos. ’04,4,882(2). 

Springfield, Press-Republic. Aver. 1903,9,288. 
April, '04, 10,155. N.Y. office, 523 Temple Court. 

w sre Court House. oi ette Co. 

ly. Actual average 7 +775. 

Yy seaeaiadiniaies Vindicator. D'y ar. ‘03,1 1,009. 

LaCoste & Maxwell, N.Y., Eastern Reps. 


Zanesville. Moni, daily, reaches S. E. Ohio. 
Guarantees 5, lverage six mos. 1904, &, 814. 


Zanesville, ‘rimes-Recorder. Sworn av. Oct., 
1904. 9,571 (%). Guaranteed double nearest com- 
petitor and to exceed combined competitors. 


OKLAHOMA. 

Guthrie, Oklahoma Farmer, weekly. Actual 
average 1903, 28,020, 

Guthrie, Oklahoma State Capital, dy. and 
Aver. for 1903, daily 20,062, weekly 25-014. 
Year ending July 1, '03, dy. 19.86%; wy. 23,119. 

Oklahoma City, Tbe Oklahoman. 1/903 aver., 
5,816; Nov.,’04, 9,828. E. Katz, Agent, N.Y. 


OREGON. 
Portland, Evening’ Telegram. dy. (ex. Sun.). 
Sworn cire’n six mon mths ending Jun, 21,148. 


Portland. Oregon Daily n Daily Journal. Actual aver- 
age for first eleren months 1904,15,061, Actual 
average November. 16,816. 


PENNSYLVANIA. 
Chester, Times, ev’g d’y. Average ‘903, 8,187. 
N. Y. office, 220 B’way. F R. Northrup, Mgr. 


Erie, People. weekly. Aug. Klenke, Mgr. 


Average 1903, 8,088. 
Erie. Times, daily. Average for 1903, 11,208. 
November, 1904, 14er8e. E Kate, Sp. Ag., N. ¥. 
Harrisburg, Telegraph. Dy. sworn av. Oct.’04, 
11,508. Largest circn. in Harrisburg guar't’d. 


Philadeiphia, Amen Medicine. Yi Av. 
for 1902, 19.827. ». March, 1903, 16.8 


PPh ay oer ps —— Daily Aver- 
oars six mos. 1904, By 75.942, Sun- 
ts BT.86 Sworn statement. Cir. books open. 





More Foreign Advertising 
appears in the 


German 
Daily Gazette 
PHILADELPHIA 


than in any other German 
newspaper in the entire East. 













The Philadelphia 
A BULLETIN’S 
PQ Circulation. 


The following statement shows the actual cir- 
culation of THE B BULLETIN for each day in the 
month of November, 1 

1 
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‘Total for 26 days, 4,970,379 copies. 
NET AVEKAGE vos NOVEMBER, 


191,168 Copies per day 


mu. L. MCLEAN, Publisher. 
PHILADELPHIA, oo 6th, 1904. 
In Philadeiphia there are about 230,000 homes. 
The BULLETIN’s circulation, which during the 
month of November .veraged 191.168 copies per 
day, goes each evening into a majority of these 
jomes. 


Philadelphia, Press. Daily average year end- 
ing October 3/, 1904, 118,149 net copies sold. 


Philadelphia. Sunday School Times, weekly. 


Average for 1903, 102, 961. —. for rates to 
The Religious Press Associa p 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


November Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in the month of November, 1904: 











NET AVERAGE FOR NOVEMBER 


144,450 copies per day 


BARCLAY 8B. WARSUETON, President. 
Philadelphia, Dec. 5, 1 


Philadelphia, The Grocery World. Actual 
averuge year ending August, 1904, 11,741. 


Pittaburg, Lator World, . Av, 1903, 18, 
088. Reaches best paid since of workman te U.R. 
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Pottaville. Evening Chronicle. Official county 
organ. Daily average 1903, 6,648. 







Philadelphia, Farm Journal, monthly. Wil. 
mer Atkinson C mapeny, publishers. Ave: 
for 19038, 544,676. inters’ Ink awa 
he seventh Sugar Bowl to a Journal with this 

inscript: 

\eoarded June 2th, 1902, 
* Printers’ Ink, $ Li 
* Schoolmaster’ in the Art 
“ Advertising, to the Farm 
“ Journal. After er a canvassing 
“of — extending over ‘a 


“period of half a year, t ar. amon 
“those published iu the Unite ag has 
™ pronounced the one that serves ( 


‘as au educator aud mar Sor the ts purpose 
“ral population, and as an effective and economi- 
“cal medium for commence with them 
* through its advertising —" 

Weat Chester, Locai News. daily. W. 4G, 
Hodgson. Average for “008 1b. 168, 

Willlamaport, Grit. America’s Greatest 
Weekly. Net paid average 1903, 181,868. Smith 
& Thompson, Rkeps., New York and Chicago. 

York. Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, $10 08. - 


RHODE ISLAND. 
Providence, Daily Journal, 16,485 ). 
Sunday, 19.8392 (© § Evening Bulletin ree S86 
average (98. Providence Journal Co., pu ube. 
Weaterly, Sun. Geo. H. Utter, pub. Avera 
1903, 4,888. \ Ouly daily in So, Rhode Island, - 


SOUTH CAROLINA. 
Charleston, Evening Post. Actual dy. aver, 
for third 3 months 1904, *. 974, 


Columbia, State, daily. State Co., publishers, 
Actual aver. Sor 1905, dail AT 8 ( NR semt 
weekly. 2,015 3 Sunday, ¢.20 70 
for September, 1904, daily 8, 449. Sunday 9,902, 


TENNESSEE. 
Chattanooga, Crabtree’s Weekly Press. Aver- 
age September and October. 41.6 36 (+). 
Lewisburg, Tribune, ane. Ww.2M. 
Carter. Actual average 193, 1,201. 


Memphi«, Commercial Ap} peal, daily, Sund: 
weekly. Average 1903, daily 28 “988, ‘Sundap 





88.080, weekly 77.821 (964). ist'6 months, 190h,* 


daily 88,447, Sunday 45898, weekly ss. 109.” 


Memphia, Morning News. Actual daily aver- 
age for 1903, 17,694. For six months ending 
June, 1904, 21.589, 

PP thar Banner, dail Aver. for year 4 

772. Six months’ 1904 VT ao net. Only Nask - 
vile Tally eligible to Roll of Honor, 


TEXAS. 
pen. Denton Co. Record and Chronicle 
w’y. W.C. Edwards. Average for 1903, 2,689. 


El baths Herald. Dy. av. 1903, 8,265; April, 
1904, 4,284. Merchaiuts’ canvass showed Herald 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 


Paris, Advocate o.. we ‘dy. W. N. Furey, pub. Act- 
ual average, 1903, 1.8 


VERMONT. 


Barre, Times, daily. F. B. Langley. Aver. 1903, 
2,710. Fire months in 1904, 8,062. 


Burlington, Free Press. Daily av. 03, 5.566, 
81-2 mos, to Sept. 15, 6.854. At present 6,900, Ez- 
amined by Association of American Advertisers. 


Burlington, News. Jos. Auld. Actual daily 
average 1903, &,046, sworn av. Aug., 1904, 6,161. 


VIRGINIA. 

Norfolk, Dispatch, daily. Sworn average for 
1902, %,098; for 1903, 7,482; November, 1904, 
10,994. 

Richmond, News Leader, every evening ex 
cept Sunday. Daily arerage February /, 1903, to 
February /, 1904, 27,414, The largest cireula- 
tion between Washington and Atlanta. 


Richmond, ee per Pane ayy Ry 
une, — 


daily average six months a 
49,618. High price circulation with no ‘waste 
or duplication. In ninety per cent of Richmond 


homes, The State paper. 














—— 











WASHINGTON. 
Actual aver. circulation jst 
Sunday 48,679. 


1 
Pan pre daily 86.348. 
Byfar largest daily and’ Sunday in State. 


Tacoma, Ledger. Dy. av. 1903, 12,7173 Sy., 
15,6153 yi ap $912. Average 6 mos. 1904, dy., 
14,872; Sy., 18,294: wy., 9,501. a o. Beck: 
with, rep., ribune Bldg., . ¥..& Chica 


WEST vInGINIA, 


get aserese Te Sentinel, daily. R. E. Hornor, 
ib, Average or 1903, 2. so ( 054). 

"Wheeling News. Daily paid cirewn 9,707. 

‘cirew'n 10,8 For 12 months up 

to wage 1904. Guarantees ‘a paid circulation 

to any other two Wheeling papers combined. 


WISCONSIN. 


La Orosse, Chronicle. Daily average year end- 
June, 1904, 6, 885 (2h). k). Aver. June,194, 6,671. 

La Crosse, Leader-Press evening. Actual 
average 1903,5,590. Average June, 1904, 6,108. 


Milwaukee. Evening Wisconsin, d’y. i‘vg.Wis- 
inCo. Average for 1903,21,981; December 

1903, 25,090; November, 1904, 27,997 (O©). 

Milwaukee, Germania-Ab ee. dy. Av. 
year end’y Feb.,'04, 28, 28,876; a av. Feb.,04, 24,8 8. 

Milwaukee. Journal, daily daily. Journal Co., pub. 
Av. end. Nov., 1904, 86,688. Nov., 1904, 86,984, 

ae. Northwestern. “daily. neo gd Sor 

1908,6,488. First six months 1904, 7,22 

, we Journal, daily. Journal! » reroll Co, 
Average for 1903, 8, 702. 

Resins. Srueoasin in Agriculturist, weekly. Es- 
tablished 1877. Aver. for 1903, 88,181. ret 10 
months 908. ee, 754. Advertising, $2. 80 per inch. 


WYOMING. 
SPareene Tribune. Actual daily average for 
4 e 


Rock 8 ae 
for 1903, 








Independent. Weekly average 
Firat eight months 1904, 1,582. 
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Sor’03,dy. &5.1 
end. May 3/,'08, dy. av, 65,147, wy. 122,157. 
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BRITISH COLUMBIA. 


Vancouver, Province, daily, W. < Nichol, 
publisher. Aceraes{° Sor 1903,5,888 
November, 1904, 8,18 


Victoria. Colonist, daily. Colonist P. & P. Co. 
Average Sor 1903, 8,695; June, 1904, 4,808. 
MANITOBA, CAN. 


Winnipeg, Der Nordwesten, Western Canada’s 
German newspaper, covers the entire German 
speaking populution—its exclusive fleld. _Aver- 

age for 12 months ending June 30, 1904, 10,798. 


Winnipeg, Free aily and weekly. 


Press, a: 
sone Sor 1903, daily, 18, a2; “weekly, 1 
Daily, November, 1904, 28, 1267. 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
September, 1904, 6,806, 
NOVA SCOTIA, CAN. 


Halifax, Herald (© @) and Evening Mail. 
Sworn circulation e. 816,000. Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthly . eee ‘Or 1903, 5,875. 


Toronto. Star, d 
November, 30, 81,984; +s an 


Toronto, The News. Largest 
any afternoon pay pops™ published in Ontario. Aver. 
ist nine mos. 04,822,187, Av. for Nov. 87,697. 

QUEBEC, CAN. 

Montreal, Herald, daily. Est. 1808. Actual 


Av. 
908. 


e year ending 
, 84,595. 


circulation of 


average for 1903, 22,515. 


Montreal, La Presse. Treffle Berthiaum werd 
lisher. Actual average 1903, daily 72,894. 
Average April, 1904, 80.116. 


Montreal, Sar, dy. 


m&Co, Av. 
27, wy. “28,20 eo cide). 


Six mos. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week, 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 


CALIFORNIA. 
T= TIMES prints more “Want” and otherclas- 
sified advertisements than the other five 
newspapers in I.os Angeles combined. It is the 
medium for the exchange of commercial intelli- 
gence throughout the » hole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum charge 25 cents. Sworn daily average 
for year 1003, 36,656 gue. Sunday circulation 
regularly exceeds 51,000 copies. 


COLORADO. 
rf. HE Denver Post, Sunday edition, Dec. 18, 1904, 
contained 3,590 classified ads, a total of 81 9-10 
columns. The Post is the big Want medium of 
the Rocky Mountain region. The rate for Want 
adverusing in the Post is five cents per line 
each insertion, seven words to the line, 


CONNECTICUT. 
ERIDEN, Conn.. RECORD covers field of 50,000 
tion; working people are skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,’ 
etc., half cent a word a day. 


DELAWARE, 
Wy taaxaron people use the EVENING JouR- 
NaL for ** Want ads.” —— advertisers 
can safely follow the home example. 


7 Delaware the only daily paper that guar- 
antees circulation is Kvery Evening.” It 
carries more classified advertising than all the 
otber Wilmington papers combined. 


DISTRICT OF COLUMBIA. 
7 Washington, D. C., EVENING STAR (OO) 
carries DOUBLE the number of WANT ADs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 


HE Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS. 


EORIA (T1l.) JouRNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


‘(HE Chicago DaILy News isthe city’s ‘Want 

ad’ directory. 1t published during the year 
1903 10,781 columns of “classified” advertisinu, 
consisting of 634,626 individual advertisements. 
Of these 205,556 were transmitted to the DaILy 
News office fl telephone. No free Want ads are 
published. The Dany News rigidly excludes all 
objectionable advertisements. ‘‘Nearly every- 
body who reads the English language in, around 
or ut Chicago reads the DalLy NEws,” says 
the Post Office Review. 


INDIANA. 


HE Marion LEADER is recognized as the best 
result getter for want ads. 


ERRE HAUTE Star carries more Want ads 
than all other ‘ierre Haute dailies. 


| ig y tae Star since Janu first has 

more than doubled the volume of its Classi- 
fied ativertising. On Sunday, April 10, the Star 
carried more than two full pages of Want Ads. 


[HE Indianapolis News during the first 
T months of 1904 printed 66,240 more clanettied 
advertisements than all other dailies of in 
apolis combined, print & total of 137,217 sep- 
arate paid Want ads du: that time. 


UNCIK Star carries more Want ads than 
any other Indiana morning newspaper, 
with the exception of the Indianapolis 8TaR. 


IOWA. 
\HE Des Moines CapitaL tees the larg- 
est circulation in the of of Des Moines et 
on daily newspaper. It is the want ad medium 
of lowa. Rate,one cent a word. By the month, 
$1 Fad line. Itis published six evenings a week. 
Saturday the big day. 





. KENTUCKY. 
'NHE O boro baILy Ing carries more 
Want ads every week than any other Owens- 
boro newspaper carries in any month. Eighteen 
words one week, 25c. 








MAINE, 


HE EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
‘(.HE Baltimore News carries more Want 
4 than any other Baltimore daily. It te 
recognized Want Ad medium of timore. 


MASSACHUSETTS, 
2 5 CENTS for 30 words, 5 days. DatLy ENTER- 
PRISE, Brockton, Mass., carries solid page 
Wantads. Circulation exceeds 10,000. 
'T,HE Boston TRAVELER publishes more Want 
advertising than any other exclusively even- 
ing paper in its fleld, and every advertisement 
is paid for at the established rates. 


[HE Boston EVENING TRANSCRIPT is the lead 

ing educational medium in New England 
It prints more advertis ements of schools and in 
structors than all other Boston dailies combined 


HE Boston GLosE, daily and Sunday, carries 
more “want” ads than any other paper in New 
England because it brings results to the adver- 
tiser. During the first six months of 1904 the 
Boston GLOBE printed 213,506 paid “wants,” 
which was 81, more than appeared in any 
other Boston paper. Every “want” ad was paid 
for at the regular card rate, and there were no 
deals or discounts. 


MICHIGAN, 
AGINAW CourRIER-HERALD (daily), only Sun- 
day paper; result getter; circulation in ex- 
cess of 11,000; ic. word; Ke. subsequent. 


MINNESOTA, 
yas Minneapolis JOURNAL carried over 56 per 
cent more Want ads during 1903 than any 
other Minneapolis daily-nearly 60 per cent 
more during first eleven months 1904. No free 
Wants and no objectionable Wants. Circulation 
19038, 57,039; now, 66,308. 


[a Sr. Pavt Dispatcu is the leading “Want” 

medium in the Northwest, read and relied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Pau 
dailies combined; brings replies at smallest cost. 
Circulation 1908—53,044 ; now 57,624, 
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HE Ee gate get TeES is the posoamined 





been many yeurs. It is the Bidest. oa 
apolis daily and has over 94,000 subscribers, 
which is 25,000 each day over and above any 
x Minneapolis daily, its evening edition 
alone has a inter er circulation in Minneapolis, by 
thousands, than any other eventing paper. 

ft publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
peapolis on grarice avy where near the num- 
ber oo anted advertisements or e 
amount fn volume. 


MISSOURI. 
‘_ * Joplin GLOBE carries more t ads 
than all other papers in thy Missouri 
combined, because it 
word. Minimum, 15c. 


[aE Kansas City JOURNAL (every morning 
includin emp pl 4 one of the recognized 
Want ad mediums of the United States; 21 to 36 
columns paid Wants Sundsy;7 to 10 columns 
daily. Rate, 5 centsa nonpariel line. 


t gives results. One centa 


NEBRASKA, 
HE Lincoln DaILy aan, ¢ the best ‘‘Want Ad” 
medium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 dai y. Rates, 1 cent 
r word. Sunday W ant ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time. DAILY STAR. Lincoln, Neb. 


NEW JERSEY. 
Pct 00, DAILY JoURNAL covers population 
a 95,000. Largestcirculation. Brings re- 
“Want” medium. Cent a word. 


NEW YORK. 
HE Post-ExPress is the a afternoon Want 
ad-medium in Kocheste! 


LBANY EVENING JOURNAL, Eastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N.Y. Great 
est Want ad medium in Westchester ncmgin 


N Binghamton the LuaDER carries argo 
ronage; hence pays best. BECKWITH, N. Y. 


UFFALO NEWS with over 87,000 siveuiatton. 

is the only Want Medium in "Buffalo and the 

gronges Want Medium in the State, outside of 
New York City. 


um. Waterford, N. Y.,8 pages, weekly. Pub- 
lished at the junction of tne proposed Erie 
and Champlain barge canals with the Hudson 
river. Advertising rate, 10 cents per inch. Try 
a keyed ad. 

HE Trmes-Un10n, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
arantees a circulation greater than all other 

y papers in that city. 


PRINTERS INK, published weekly. The rec- 

ognized and leading Wantad medium for 
Want ad mediums, mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half: 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat ; six words toa line, Sample 
copies, ten cents. 


Ono, 
N Zanesville the TrmES-RECORDER prints twice 
as many Want ads as any other paper. 


'MHE Zanesville SIGNAL reaches 64 townsin 8. E. 
Ohio, also 68 rural routes; 4c. a word net. 


7 OUNGSTOWN VinpicaTor—Leading “Want” 
medium. 1c, per word. Largest circulation 


OKLAIOMA. 
THE OKLAHOMAN. Okla. City, 9,323. Publishes 
more Wants than any four Okla. competitors, 


VERMONT. 


HE Burlington Darty News is the popular 
paper and the \\ant medium of the city. 
Reaches twice as many people as_ any other and 
earries more Want aas. Absolutely necessary to 
any advertiser in Burlington termtory. 
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PENNSYLVANIA. 
W tks: -BARRE (Pa.) TimEs. Circulation over 
11,000 daily. Classified rate, 5 cent a line. 


HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 





PeLeetay Want ads pay bougtge in Philadel- 
phia nearly everybody reads THE BULLETIN. 
Net daily average circulation for | Novenwer, 
191,168 copies. 
See Roll of Honor om 


VIRGINIA, 

[Bs NEws Lane. —_ ublished every otterncee 

except Sunda; Yea ichmond, Va Largest 
civeuaetny by long odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Mh re Classified A mtaness one cent a word per 
insertion, comk in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
O paper of its class carries as many Want 
A ads oe the EVENING TELEGRAM, of Superior, 
sconsi 


SS GAZETTE, daily and _ weekly, 

reaches 6,500 subscribers in the million dol: 
lar Wisconsin tobacco belt, ae richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25c.; weekiy, 5c. line. Big results 
from little talk. 


Ts MILWAUKEE SENTINEL not only leads its 
field in both display and classified, but car 

ried more than one-half of all the classified car- 
ried by the five Milwaukee evening and morning 
— ey pa tin 

aily, 7c. per —4 unday, 10c. per line; lower 
on contracts. SENTINEL COMPARY, Milwaukee, 
1s. 


CANADA, 


RE! Halifax HERALD (QO) and Sekine 
Scotia’s recognized Want ad medium 


A PRESSE, Montreal. Largest daily pow 

tion in Canada without exception. (Daily 

85,500, Saturdays 105,000.) Carries more want aas 
than any French newspaper in the world. 


M\VHE DaiLy TELEGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. — = oue cent a word. 
Minimum charge 29 ce 


HE Toronto nda Star is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more general advertising than 
any other Toronto paper. Sworn daily average 
circulation, November, ’04, 34, 


f—™HE Montreal DAILY STAR carries more Want 
advertisements is ail other Montreal 
dailies combinea. ‘be FaMILy HERALD AND 
WEEKLY STAR carries + # Want advertisemeuts 
than any o\her weekly paper in Canada. 


A* PARTIOULAR feature of he Sovente EVEN- 
TELEGRAM’S 

is that the are all true to their Pav ne ‘mae 
are no fake, improper or doubtful advertise- 
ments accepted. This gives the res perfect 
confidence in them, and next to t circu- 
lation is perhaps the greatest reason +4 they 
bring such spleudid results t results to the advertisers. 


"Toe Winnipeg FREE FREE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature thin are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FRKE PRESS car- 
ries a larger volume of general advertising 
than any other daily paper in the Dominion. 


BRITISH COLUMBIA. 
er Victoria CoLoNIsT covers the entire ty 
ince of British ane (branch office it 
Vancouver). More NT” ads appear in the 
Sunday (OLONIST fn 9 anv other paper west 
of Winnineg. One cent a word each issue. Sam- 
ple copies free. 




































PRINTERS’ INK. 


SPECIAL ISSUE 


JANA, 1905. 


PRESS DAY, VA 


For the primary purpose of obtaining new subscribers, a cy 
—will be mailed to all newspapers and magazines in the United Sui Canada 
than one thousand copies—the advertiser’s unit of value. 








The contents of this issue will deal with the self-advertising of 
want-ad department for a newspaper, the building of circulation 


magazines. 








It is had in mind to make this issue one of extraordinary valuedMjormatio 













PRINTERS’ INK, otherwise, and caressingly, called the Little Scymmter in th 
advertising. For sixteen years it-has been at work in elevating adveio the p 
which the paper has secured in the hearts and minds of intelligent aij all ov 
and fearless. PRINTERS’ INK has created business for the newspapers agmeating § 


weekly advertising journal that is absolutely independent of any ad 
journal, which is published in connection with an agency. PRINTERS 
between the American advertiser and the American publisher. Itagithe fiel 
The man who has a two-line classified ad in its pages for a siyibue pay 
page by the year. There are no exchange deals of any description line 
appears as reading matter is inserted without charge to anyone. 


om agency 
ihe Mos 


If you are the publisher of a newspaper or magazine of characiage that h 
find no better, no more effective medium than PRINTERS’ INK. It deseaour pa 
nothing else. Advertisers need reminding as much as they need inf 








For the reasons stated above I solicit your advertisement for thigfal issu 
quarter, half or whole page, your order will be duly appreciated and ay atter 
to indorse the good work the Little Schoolmaster is constantly doing, Me bes 


I hope the issue will in itself be of such value to publishers tha (will f 
copies of it to their own advertising constituency. 


PRESS DAY, 








20 cents a line; $3 : fio 
ADVERTISING RATES: For advertisements mijet posi 
Five per cent discouliiie dedu 


TO SECURE SPACE IN THIS ISSUE ADJ AT | 


THE PRINTERS’ INK 9B 


CHAS, J. Dif Man 
10 SPRUCE STREET (5@¢ | 
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PRINTERS’ INK 


ARY 4, 1905 


sue of PRINTERS’ INK for January 11—press day as stated above 
(nada that are credited with printing an average issue of more 


paper or magazine, the possibilities and importance of building a 
ystematic plans for obtaining subscriptions for newspapers and 


mation to every publisher in the United States and Canada. 


in the Art of Advertising, is the foremost exponent of American 
othe point of an intelligent and organized industry, and the place 
sall over the world has been won by methods honest, progressive 
ating such business every day in the year. PRINTERS’ INK is the only 
agency, and free from any evils that may attach to an advertising 
fhe most economical and the most profitable link of communication 
he field completely. It has a flat rate, no favors and no favoritism. 

pays the same rate as the man who makes a contract for a 

line of advertising is paid for in actualcash. Every word that 


thathas a story worth telling the American advertiser, you can 
uur patronage and it solicits your patronage on a basis of merit and 


ilissue. Whether you send me an order for one-inch space, a 


yattended to. I confidently expect you may see your way clear 


¢best indorsement is an order, however small it may be. 


wil feel glad to be represented therein, and take pride in sending 


4, 1905. 


fio quarter page; $20 half page; $40 whole page. 
ipesition, if granted, double price will be charged. 
ed if check is sent with order and copy. 


ATONCE WITH ORDER AND COPY. 





BLISHING COTPIPANY, 
Manager, 7 


i Floor), NEW YORK 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers, 


vee 
t@ Issued every Wednesday. Subscription 
price, five dollars a year,inadvance. Ten cenisa 
7. ao oo . pated. ee oy from 
ereo pI s always po e to su 
back numbers if wanted in Yor of 500 or dn = 





ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor specified position selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space u yo rata. 

Two lines smallest advertisement taken. Six 
words make a line. 
hing appearing as reading matter is in- 


ree. 
All advertisements must be handed in one 
week in advance, 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
—e—"'—/~"* 
Cuar.zs J. Zinc, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.60-52 Ludgate Hill,EC 


NEW YORK, DEC. 23, 1904. 


Tue Barre (Vt.) Evening Tele- 
gram has suspended publication. 
Editor Davenport gave as a reason 
for its discontinuance insufficient 
capital, and too fierce competition. 
—Newspaperdom, Dec. 8, 1904. 














THE thirty-ninth annual gradua- 
tion exercises of the Peirce Busi- 
ness School, Philadelphia, were 
held at the American Academy of 
Music, that city, December 23. 
Among the speakers were Isaac H. 
Clothier, of Strawbridge & Cloth- 
ier, Philadelphia, Hon. James M. 
Beck and General Horatio C. King. 


WHAT CONSTITUTES CIR- 
CULATION. 


THIRTY-SEVEN YEARS EVOLUTION 
OF A DEFINITION. 


The above is a sixteen page 
pamphlet written by Mr. George P. 
Rowell. The title and sub-title ex- 
plain the subject to which the 
author has probably given more 
thought and attention than any 
other man living. The interesting 
summary of experiences and the 
conclusions arrived at therefrom, 
deserve to be read by every pub- 
lisher of the country. The booklet 








will be mailed to anyone writing 
for it. 





Directory. 
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“A BIRD is known by its note, and 
a man by his talk.”—Old Proverb, 
And Comfort is known to adver- 
tisers by its results—From Com- 
fort, Augusta, Me., Calendar, 





RICHARD A. FOLEY has taken new 
offices at No. 600 Bailey Building, 
1218-22 Chestnut St., Philadelphia, 
having discontinued partnership with 
Mr. Henry L. Hornberger. 





Contracts. for — advertising 
Studebaker Bros. Mfg. Company 
of South Bend, Ind., are being re- 
newed by the Frank Presbrey Co., 
3 West 20th street, New York, 
— and weeklies are being 
used. 





THE Mosessohn Advertising 
Agency of Portland, Oregon, have 
incorporated with a capital of 
$5,000. The incorporators are, 
David N. Mosessohn, president 
and manager, Samuel Connell, I. 
N. Fleischner, N. Mosessohn, 
Harry F. Davis, and M. Moses- 
shon. The object is to carry on 
a general advertising business, 





THe New York Herald will en- 
deavor to attract British advertis- 
ing to both its home and European 
editions by special representation 
in London. During his recent trip 
abroad Manly M. Gillam appointed 
the H. Powell Rees Advertising 
Agency, London, to this work, and 
a special campaign will be begun 
to place the Herald prominently 
before advertisers in Great Britain. 





Tue News, Fort Wayne, Ind, 
issues a printed statement of cir- 
culation for the six months ending 
October 31 whereby it claims a 
daily average for that period of 
8,316 copies. Two years ago, ac- 
cording to this document, the 
News’s edition was less than 1,500 
copies. The News is said to be 
the only one cent daily published 
in northern Indiana, and the only 
Republican daily in a Republican 
city of 60,000 people. The state- 
ments made in this folder would 
seem to warrant a detailed state- 
ment to the American Newspaper 
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THE magazine advertising of 
Hackett, Carhart & Co. the New 
York clothiers, will be placed the 
coming year by the Frank Presbrey 
Co. 3 West 20th street, New 
York. 





Mr. F. L. Pertne recently re- 
signed as a director and officer of 
the North American Advertising 
Corporation to take similar posi- 
tions in another concern in which 
he has for some time been interest- 
ed. Mr. W. W. Seeley, vice-presi- 
dent of the North American 
Agency, will perform the duties of 
president until Mr, Perine’s suc- 
cessor is elected. 





ORDERS are going out from the 
Frank Presbrey Co. for the exten- 
sive advertising campaign of the 
Arnold Print Works of North 
Adams, Mass., and New York 
City. This concern is one of the 
largest producers of ladies’ dress 
goods in the world, and the adver- 
tising just being started is the first 
that has ever been put out in gen- 
eral mediums. 





Tue members of the Pacific 
Coast Advertising Men’s Associa- 
tion who live at Los Angeles have 
formed a local club in that city, 
and hold informal dinners at 
regular intervals. Papers of in- 
terest are read, and discussions 
follow. The Pacific Coast Adver- 
tising Men’s Association will hold 
its next convention at Fresno, Cal., 
January 9. 


AN exhibition called “The Busi- 
ness Show,” devoted to the display 
of office furniture, filing and book- 
keeping systems, typewriters and 
business devices generally, was 
held at Madison Square Garden, 
New York, December 12-14. On 
these three days 15,000 people 
visited the Garden. The exhibi- 
tors were leading firms in the 
manufacture of devices comprised 
in the exhibition, and the show as 
a whole is said to have been very 
satisfactory in attracting business 
men. An interesting feature. was a 
daily paper, printed by the Backes 
Calitype process, from typewritten 
copy, Teproduced by zinc etching. 
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Mr. FrepertcK L. Perrine has 
become a stockholder in the Amer- 
ican & Foreign Trading Company, 
with offices at 100 William St., 
New York, and has been elected 
president of the company, which 
acts as the sole sales agency in the 


‘United States for a number of 


manufacturers whose products are 
well known. They will be adver- 
tised, but not before next Feb- 
ruary or March. The accounts 
will be handled by the United Ad- 
vertising Agencies at 1164 Broad- 
way, this city. 


THE Weber Piano Book for this 
season is a volume not too large 
to be read easily, and while of the 
best workmanship so far as typo- 
graphy is concerned, not at all 
gaudy or overdone. The story of 
the Weber, so far as it can be told 
in black and white, is conveyed 
almost entirely by means of fine 
half-tones of the piano in its differ- 
ent styles and sizes. Text is em- 
ployed chiefly to tell something 
about Albert Weber, senior, and 
his musical ideals. The book bears 
the impress of the Aeolian Com- 
pany’s advertising methods, being 
the first published for the Weber 
since it came under the company’s 
management. 





A MAILING card from the New 
York Press says that the A. A. A. 
had made an examination of its 
circulation, by going into records, 
vouchers, receipts, cash and ledger 
accounts. The mailing card, how- 
ever, does not state what the circu- 
lation ascertained is. The revision 
of Rowell’s American Newspaper 
Directory for 1905 is now under 
way. The publishers of the Press 
could come across the street, get 
free of charge a circulation blank, 
fill it out with true figures for 
twelve months past, draw an av- 
erage, date, sign and return the 
blank. In doing this the Press 
would obtain a figure rating in the 
1905 Directory and all American 
advertisers would have a chance to 
learn what the circulation of the 
Press really is. All this would 
cost the Press not a single cent, 
although the privilege offered is 
valuable. 
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A NEw monthly magazine that 
seems to have an assured future 
before it is Suburban Country 
Life, published at 16 State street, 
Boston. Heretofore a publication 
largely local in character, it has 
been remodeled and made a me- 
dium for reaching the vast num- 
bers of suburban dwellers adjacent 
to large cities, selling on the news- 
stands at ten cents. In form, it is 
an excellently printed periodical, 
distinguished for photographs of 
great beauty. 





THE daily newspaper is the pre- 
eminent force in general advertis- 
ing. It brings quick results and 
introduces a proposition faster to 
the general public than any other 
medium. . While this is an undis- 
putable fact, other well recognized 
mediums have their proper place 
and value. The magazines come 
next to the daily paper and in 
some cases they come first; bill- 
boards do excellent service and the 
intelligent use of circulars is not 
without definite value. Modern 
advertising is a large proposition, 
and nothing touches one more 
painfully than the epistles of those 
who short-sightedly advocate one 
medium at the exclusion of all 
others. 





Mr. Lawson’s “Frenzied Fi- 
nance” serial has expanded be- 
yond the limits of the monthly 
magazine, and he has recently used 
large spaces in daily papers 
throughout this country, Great 
Britain and Europe. This action 
led to an interesting newspaper 
reply on the part of Colonel W. C. 
Greene, head of the Greene Con- 
solidated Copper Company, who 
denounced the Boston operator as 
a “fakir and charlatan” and adver- 
tised his intention to call on him 
at his office in the Hub. The next 
morning after this advertisement 
appeared in the New York Sun an 
advertising agency took advantage 
of the excitement to put in a good 
word for paid publicity. This let- 
ter, written by Wm. A. Woodbury, 
of the Woodbury Limited Agency, 
150 Fifth avenue, was inserted in 
large space on the financial pages 
of several New York dailies. 
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At the last regular monthly din- 
ner of the Sphinx Club it was de- 
cided to institute an initiation fee 
for new members. The amounts 
were fixed at $25 for resident 
members and $10 for non-resident 
members. The date for the new 
rule to come into effect is to be 
March 1, 10905. This gives a 
chance for those eligible to mem- 
bership to get in without paying 
an entrance fee. No change is 
proposed in the annual dues which 
remain as heretofore. 








A HIGHLY interesting folder de- 
scribing the Big Tree Line to the 
Yosemite Valley, in California, 
gains interest by an enumeration 
of the places along the route that 
figure in Bret Harte’s stories. 
Apart from its literary element the 
folder also deals with lumber, 
stone, minerals, farm lands and 
other resources of importance to 
the homeseeker and investor. In 
brief space the folder has been 
made effective advertising for both 
tourist and homeseekers. The Big 
Tree Line is controlled by the 
Sierra Railway Co., San Francisco. 





THE VICTOR TELEPHONE 
INDEX. 


Repeated attempts have been 
made to devise a practical and 
handy appliance for the telephone 
user whereby the numbers fre- 
quently called may be readily and 
quickly found, thus avoiding the 
use of a cumbersome directory. 
Success in this direction seems to 
have crowned the efforts of the 
inventor of the Victor Telephone 
Index, illustrated in the advertis- 
ing columns of this issue. Its 
great merit as an advertising me- 
dium having been called to the at- 
tention of the parties handling the 
index, they now propose-to exploit 
the device for that purpose. This 
index consists of twenty-four al- 
phabetically tabbed cards, one side 
to be used for the list of numbers, 
the reverse side for advertising. 
The desired card being dropped in 
front of the user while he is wait- 
ing for his telephone connection, 
the “ad” is thus displayed and 
catches him at a time when he can 
do nothing but read it. 
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Tue Rutland (Vt.) Herald re- 
cently celebrated its 110th birthday 
by issuing a fac-simile of its first 
number dated December 8, 1794. 
Established as a weekly when 
Washington was President of the 
United States, it became a daily in 
1861. 


A FOUR-PAGE supplement to the 
National Harness Review, Chicago, 
will appear monthly hereafter, con- 
taining any advertisement or notice 
published in the regular edition 
that an advertiser may wish to dis- 
tribute to his trade. Owing to the 
large size of the regular edition the 
publisher is unable to sell extra 
copies for such distribution at less 
than ten cents each. The supple- 
ment is sold at low rates, and costs 
little for postage. It can also be 
used as an envelope filler. While 
inexpensive, a copy of the supple- 
ment is not likely to be valued so 
highly as a full-size copy of the 
Review itself. 





A suMPTuous little book from 
J -aes R. Keiser, New York, maker 
of the Keiser-Barathea cravat, 
gives views of the new offices and 
workrooms of his house at 11-19 
West 19th street. These business 
quarters are a unique form of ad- 
vertising. Mr, Keiser has spent a 
large sum fitting them up in the 
Louis XV. style, in Circassian, 
French and American walnut, 
working out an original decorative 
scheme by a leading New York 
architect. Since the rooms were 
opened last spring they have at- 
tracted much attention in business 
circles. Mr. Keiser believes that 
a product into which the artistic 
element enters so largely as in 
cravats, should have artistic sur- 
roundings, and business offices fit- 
ted up according to methods he 
has followed are an important 
form of advertising for such pro- 
ducts. In the past few months re- 
sults have justified this belief. 
The booklet contains excerpts from 
detailed descriptions published by 
the Haberdasher and New York 
Trade Review. Advertisers will 
be interested in it, and ought to 
ask Mr. Keiser for a copy. Mat- 
thew-Northrup Works are the 
printers, 
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THe Advertising World, pub- 
lished in Arundel street, Strand, 
W. C., London, has just entered 
its fourth year, and now publishes 
a monthly of eighty pages. Its 
Christmas issue is 128 pages, and 
gives it a place as one of the hand- 
somest advertising publications in 
Great Britain. The Advertising 
World claims the distinction of 
being the only English journal in 
its field independent of an advertis- 
ing agency, and of all advertising 
interests such as printing, publish- 
ing, platemaking, etc. 





In the January number of 
Everybody’s Magazine, issued De- 
cember 20th, the publishers an- 
nounce that, commencing with that 
issue, the price of Everybody's 
Magazine will be fifteen cents per 
copy. The reason for this increase 
is given in their department “With 
Everybody’s Publishers” and reads 
as follows: 

CIRCULATION A MONEY-LOSER. 

_ The wish of practically all magazines 
is more circulation. That was our cry 
one year ago. More circulation means 
more advertising, and more advertising 
means more money, and under ordinary 
conditions more money-making. Maga- 
zines produced to-day, at least ten-cent 
magazines, depend for their profits on 
the advertisers, and advance the rates 
to them as the circulation grows. The 
public does not pay for all it gets. The 
condition has never arisen, so far as we 
know, in which advertising rates could 
not, in fair play to the advertisers, be 
advanced as fast as the circulation grew 
until The Ridgway-Thaycr Company 
came into existence and awoke the public 
to some of its gravest dangers with Mr, 
Lawson’s series of articles. Owing to 
your demands on us, owing to the ne- 
cessity of fair dealing with the adver- 
tisers, our magazine will shortly be- 
come a money-losing instead of a money- 
making venture, unless something is 
done. These conditions, we think, put it 
up to you to pay a price for this 
magazine that it is really worth 
to you: the price it costs us to pro- 
duce with just a little profit—fifteen 
cents per copy. Our friends will know 
that no other course is open to us 
under the circumstances. 


The publishers state that the 
edition of the January number will 
be 700,000 copies; 100,000 more 
than the December number, which 
was sold out in less than a week 
after the date of publication. To 
sell 100,000 more copies of a mag- 
azine which has already reached 
the 600,000 mark, seems a great 
undertaking. 
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SAMUEL Bupp, the crack Broad- 
‘way men’s furnisher, has begun the 
publication of a quarterly fashion 
magazine named Budd’s. The pub- 
lication is printed by the Chelten- 
ham Press, New York, and con- 
tains articles and suggestions about 
men’s dress for the benefit of the 
shop’s customers. Budd occupies 
a commanding position in his field, 
and information emanating from 
his shop is gospel in some quarters. 
Budd’s marks a high development 
of the business periodical. 


One of the finest catalogues of 
the season is issued by Saks & 
Company, New York, and called 
“Automobile Apparel.” It con- 
tains nearly 300 pages, printed on 
heavy cream paper, and a large 
proportion of the left-hand pages 
are given up to fine photographs of 
automobile clothes and accessories, 
taken from live models. About 
half the book is devoted to 
women’s motor garments. The de- 
scriptions are very full, and prices 
complete. 





AN advertising reference book 
unique in its way, and containing 
information hardly to be found in 
any other work, is Mahin’s Vest 
Pocket Hand Book, published by 
the Mahin Advertising Co., Chi- 
cago. This little volume gives a 
list of leading newspapers, maga- 
zines, trade journals, farm and re- 
ligious papers, etc., with approxi- 
mate circulation, their rates, clos- 
ing days, size of column and page, 
discounts and other data. It also 
gives population and streetcar ad- 
vertising facilities of leading cities 
and towns, billposting service, col- 
ored maps of the United States by 
sections, the Dominion of Canada, 
Philippines and West Indies, type 
faces, suggestions for follow-up 
systems, statistics of the popula- 
tion and its income, and many 
other bits of information, all com- 
pressed into vest-pocket form. Mr. 
Mahin is now revising the volume 
for the fifth edition, and calls at- 
tention to the fact that it is in no 
way a “graft,” as no advertise- 
ments of publishers are carried. 
The charge of one dollar per copy 
just about covers the cost of edit- 
ing and publication, 


Tue St. Louis Stay has estab- 
lished a daily department called 
“About Advertising,” in which ad- 
vertising topics of more or less 
general interest are discussed. The 
Morning News, Memphis, Tenn., 
has been running a series of short 
articles on advertising, chiefly with 
a view to demonstrate the low cost 
of newspaper space to the small 
retailer. The series is being writ- 
ten by Edgar A. Pettingill, of 
Memphis, 





THE London Times’s experience 
in the encyclopedia field, marked 
as it was by extensive advertising, 
has entirely changed that venerable 
newspaper's attitude toward adver- 
tising. H. E. Hooper, who man- 
aged the ‘encyclopedia department 
has now been made advertising 
manager of the Times, and is 
organizing a modern advertising 
department. Agents throughout 
Great Britain have been invited 
to suggest improvements in the 
paper’s service to advertisers, 
cuts of all sizes will be ac- 
cepted subject to approval by 
the proprietor of the T7imes, dis- 
counts will be given on space con- 
tracts extending over several 
months, ads will be admitted to 
the front page, no limit will be set 
to the length of announcements, 
“readers” will be taken, a reduc- 
tion will be made in certain rates, 
and other concessions made. The 
following schedule has been adopt- 
ed for display ads in double-col- 
umn measure: 


Inner Outer 
Sheet Sheet 


Whole double column...... £60 £45 
Half double column....... 432 424 
Quarter double column..... 420) fs 
Eighth double column..... au £9 


The Advertising News, London, 
says that Mr. Hooper is the Stan- 
ley of advertising in Great Britain. 
Stanley pierced “Darkest Africa,” 
and Mr. Hooper will have an 
equally tough job in overcoming 
the ingrained apathy to advertising 
that has existed in the Walter fam- 
ily, who have published the Lon- 
don Times for generations. John 
Warburton, formerly with Lever 
Bros., Ltd., and the S. H. Benson 
Advertising Agency, London, has 
been appointed advertising repre-. 
sentative for the Times. 
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Tue catch phrase of the Lewis 
and Clarke Centennial at Portland 
is even more clever than that 
evolved by St. Louis. “Hit the 
trail” is the official injunction re- 
lied upon to induce attendance, 
and the “Trail” will be the Far 
Western equivalent of the “Pike” 
and “Midway.” 


B. AttMAN & Co., the New 
York dry goods people, have se- 
cured a store site at Thirty-fourth 
street and Fifth avenue, opposite 
the Waldorf-Astoria, and will re- 
move from their old-fashioned 
store at Sixth avenue and Nine- 
teenth street as soon as a building 
can be erected. This is in line 
with a general uptown trend of 
retail business. Building will be- 
gin in the spring. 





CHICAGO is to have a newspaper 
for women, according to a recent 
announcement. The Chicago Re- 
view Company has been incorpo- 
rated with capital of $40,000, and 
the first issue of the Chicago Daily 
Review is scheduled for January I. 
The company is made up of John 
J. Hamilton, la Hamilton 
Durley, Daniel E. Powers, Ivan C. 
West and Ora Williams, all of the 
Des Moines News, The announce- 
ment says: “The Review will be a 
four page paper, with at least 
eighteen columns of reading mat- 
ter and not exceeding ten columns 
of advertisements a day. A news- 
dealers’ edition, printed on book 
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paper, will be sold at five cents a 
copy. A_ subscription edition, 
printed on the best grade of news 
paper, will be sold at a low yearly 
price, but not offered to the public 
through newsdealers. The Re- 
view will publish a synopsis of 
each day’s news, after the manner 
of the Review of Reviews, omitting 
criminal, sensational and _ trivial 
matters. Departments devoted to 
politics, poetry, humor, fiction, re- 
ligion, literature, education, science 
and invention, art, fashions, do- 
mestic economy, hygiene, travel, 
sports and recreations, business, 
etc., will be made up of current 
miscellany, carefully collated by an 
experienced exchange editor. The 
subscription edition will contain 
brief market reports. While in- 
tended primarily for women, the 
Review will be par excellence a 
family paper, attractive to every 
member of the American house- 
hold. It will not aim to cover the 
local field or compete with the 
great general newspapers of Chi- 
cago or other cities. It will be a 
considerable advertiser in a select- 
ed list of dailies, one or two high- 
class weeklies and mail-order pub- 
lications, placing its orders through 
the Volkman agency, and_ will 
solicit general and mail-order ad- 
vertising of the best classes only. 
It will accept no objectionable or 
“fake” advertising of any kind, 
and medical advertising but spar- 
inely, on recommendation of a 
reputable physician. 














For Retail Merchants. 





no particular reason. For 
to have it resurrected, these 


state the case good and hard. 





A few years ago, Printers’ INK had a regular depart- 
ment headed “Store Management;” it was appreciated by 
many and disliked by some, and was finally abandoned for 
whether it was ever missed, or whether there is any desire 


prietors of stores. Send in your opinions, pro or con, and 


MANAGING EDITOR OF PRINTERS’ INK. 


the purpose of finding out 


lines are addressed to pro- 
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THE eighth annual Christmas din- 
ner tendered to the newsboys of Phil- 
adelphia by the Evening Bulletin took 
place at the armory of the Third 
Regiment N. G., P., at noon, Monday, 
December 26, 1904. 





A NEw rate card, which has been 
sent to all advertising agents, goes 
into effect on the Philadelphia 
Bulletin, January 1. It is accom- 
panied by an interesting statement 
of growth in the Bulletin’s cir- 
culation since January I, 1904. 
During the first month of 1904 the 
daily net average edition was 159,- 
377 copies. During November it 
was 191,168 copies. 





“ EVOLUTED.” 


The editor of Rowell’s American 
Newspaper Directory has long noted 
a tendency on the part of publishers 
of daily papers to avoid giving any 
information about the number of cop- 
ies issued of the weekly edition. In 
numerous cases the weekly has been 
dropped altogether; in others, where 
it is continued, for sentimental rea- 
sons, the publisher admits it is of no 
consequence to an advertiser, and is 
glad to avoid any discussion of its 
merits. A recent circular from a 
Massachusetts newspaper office states 
the case with considerable clearness : 


The publication of the Lowell weekly 
Journal will cease with the last issue of the 
current year, December 30, 1904. The Com- 
—, which has published the venerable 
wee ly during the last decade of its honorable 
history stretching over more than three- 
quarters of a century, deeply regrets the neces- 
sity which compels this action. But it was 
inevitable. The day of the country weekly in 
this age of daily newspapers and easy and 
constant communication among the towns and 
villages which formerly supported it, passed 
some time ago, and the attempt to maintain it, 
while possible, and perhaps desirable from a 
sentimental point of view, could only be accom- 
plished by ney increasing expense and 
attended byas steadily decreasing income. In 
the long run the attempt would of necessity be 
abandoned, because the field occupied by the 
weekly for so many years would ce found in 
control of the more frequent daily newspapers. 
Such has been the experience of the publishers 
of the weekly Journal. Year by year there has 
been a steady increase in the number of sub- 
scribers to the daily papers issued by the 
Company in the territory once exclusively 
covered by the weekly. And this process is 
bound to continue as means of communication 
develop through the multiplication of electric 
lines radiating from Lowell. The publishers 


have simply recognized the evolution to which 
the business of printing and circulating news- 
papers is subject, 
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THE MAN BEHIND THE 
WORK. 





It is an absorbing and inspiring 
experience to stand in one of the 
great highways of a city in the 
early morning hours and watch the 
crowds on their way to work, on 
their way to contribute the day’s 
addition to the majestic temple of 
civilization which man and his ma- 
chines are building. But, as you 
watch, you begin to wonder: How 
many in these throngs are taking 
themselves to their work? 

Do you take yourself to your 
work? Or do you leave yourself 
at home, to lie inactive there all 
day and start into energetic life 
only when the evening’s amuse- 
ments begin? 

More than ninety-five per cent 
of the men who attempt business 
fail; and more than ninety-five per 
cent of that ninety-five per cent 
fail because mankind does not take 
itself to its work, does not realize 
that work is both a means and an 
end, but chiefly an end.—Saturday 
Evening Post. 





A. F. Biccer, of the Spiro Pow- 
der Company, Niagara Falls, N. 
Y., says that before that concern’s 
magazine advertising began in 
April, 1904, a list of 20,000 of the 
best retail druggists in the country 
was told about the campaign. 
These names were followed up 
persistently with letters, until in 
August new accounts had been 
opened to the number of 13,485, at 
an average cost of about five cents 
per account. Before that the busi- 
ness was so small that no record 
w_ kept of retail accounts, Sales- 
men and brokers had been employ- 
ed to place Spiro before magazine 
advertising began. John M. 
Lynch, the Spiro advertising man- 
ager, suggested that the cost of this 
sales force be put into magazine 
advertising and follow-up work. 
The company was unwilling to do 
this until Mr. Lynch had demon- 
strated the soundness of his plan. 
After the retail druggists had been 
approached direct for the first time 
results were so great that many 
traveling men and brokers, draw- 
ing large salaries and commissions, 
were dispensed with, : 
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GrorcGe A. McCLeLLan, who has 
been advertising manager of the 
Indiana Star League since its or- 
ganization, will hereafter act as 
general manager thereof. 





THe Locomotive  Firemen’s 
Magazine, Indianapolis, is one of 
the few fraternal publications of 
importance in a business sense. 
Careful, energetic management has 
made this monthly a splendid prop- 
erty. John F. McNamee, editor 
and manager, has now decided 
that an advertising department 
separate from the regular office of 
publication is necessary. This de- 
partment has been given in charge 
of A. J. Cohea, Indianapolis, who 
is a member of the Brotherhood of 
Locomotive Firemen, and has been 
chief clerk of the magazine for 
more than nine years, 





Tue Advertisers’ Protection So- 
ciety, of London, deals with circu- 
lation problems in England, pub- 
lishing a monthly circular in which 
information is given concerning 
British media. In a recent issue 
of this periodical William B. War- 
ren, of Burge, Warren & Ridgley, 
Ltd., druggists’ sundries, advocates 
the settlement of advertising bills 
at a rate of $1 per 1,000 circula- 
tion, payment to be made the pub- 
lisher on his statement of the num- 


ber of copies sold of the issue in 


which the advertisement appeared. 
Mr. Warren’s suggestions are in- 
teresting, and he says they have 
been successful in practice: 


It may be taken for granted that each 
page advertisement in periodicals of a 
similar size and class is worth about the 
same sum. For example, if a page in a 
certain weekly with 400,000 circulation is 
worth $400, or $1 per page per thousand, 
a paper of similar class and size, with 
a 40,000 circulation, should not cost 
more than $40 per page. If there are 
any special circumstances which may 
make it worth more per thousand, it is 
always open to a publisher to put those 
circumstances forward and claim a — 
er rate on the strength of them. The 
independent, old-fashioned _ periodical 
which refuses any information as to 
circulation, may be left out of the cal- 
culation. The vast majority of publish- 
ers are willing to give (with ‘a quota- 
tion of price for space) a circulation 
statement of some sort or other. The 
intending advertiser can then work out 
the price quoted against the circulation 
claimed and arrive at a price “per page 
per thousand.” In placing an order on 


these terms the particulars should be dis- 
tinctly set forth in writing, and the 
— made that after the paper has 
een issued a signed certificate from the 
publisher stating the exact number sold 
will be required, and any shortage from 
the estimated number will be deducted 
from the account pro rata. This plan 
has been adopted with great success by 
one of our leading members, who re- 
ports to us two instances of its advan- 
tageous working. In one case, 45,000 
were charged, which figures were re- 
duced to 36,000, on the certificate; in 
another, a charge of 20,000 was reduced 
in the same way to 15,000; these in- 
stances show respectively a saving of 
twenty and ba a Se per cent on 
the sums originally charged, which 
sums under other conditions would 
have had to be paid in full. It 
may be urged that a publisher could 
always save the situation by an _in- 
correct certificate. A moment’s reflec- 
tion, however, will show that while any 
publisher might (either designediy or in 
innocence) over-estimate the probable 
circulation of a future issue of_his paper 
without laying himself open to any 
charge but that of over-optimism, yet 
few would go so far as to sign an ab- 
solutely false certificate after the paper 
was issued, and its circulation was an 
accomplished and ascertainable fact. It 
mn be that some would even run that 
risk, but the fear of a possible prosecu- 
tion for fraud would deter the great 
majority. Much depends on the form of 
the certificate. The term “circulation” 
has been variously defined by different 
authorities. Some contend that it 
should only include the copies actually 
sold and paid for, all free copies, ex- 
changes, returns and waste, being de- 
ducted. Others maintain, and amongst 
them the great American authority, G. 
P. Rowell, that it is better to define 
“circulation” as the actual number of 
copies printed. In support of this view 
it is argued that free copies and ex- 
changes have their advertising value, 
even if it is not so great as that of the 
bought copies. It is also claimed that the 
number of copies printed is more easily 
ascertained and proved than the number 
actually sold. We can admit the 
strength of this argument as far as the 
monthly magazine and the sixpenny 
weekly papers are concerned, but when 
it comes to the cheaper periodicals we 
are on more uncertain ground. Anyone 
with an inside knowledge of the waste 
paper trade could throw much light on 
this subject. If space in a paper is 
worth the lump sum asked for it, no 
publisher ought to object to have that 
price translated into so much per thou- 
sand. If he does so object, the inference 
is obvious, that he does not wish the 
advertiser to know how little he is 
getting for his money. Another leading 
member of this Society has placed all 
his advertising for mony years On this 
basis, with very satisfactory results. 
Many of the leading periodicals refuse 
his terms, it is true, but if all the 
members of this Society were to unite 
in agreeing to place no advertising ex- 
cept on these terms, it would not be lon 
before the greater number, if not all, 
of the publishers would be compelled to 
admit the justice of the demand. 
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CONCERNING AGENCY SERVICE, 


Suppose you go to rent a furnished house 
or apartment; the owner shows you beautiful 
rooms, every equipment as you wish it; you 
lease it for a year; pay liberally in advance; 
the next month the owner carts away the fine 
fittings to another place, to lease that one with 
your furnishings as bait. Impossible? Nota bit! 

See advertising:—an agency cooks up 
pretty show stuff for you—gets your account 
—hears of another coming on the market— 
takes all the brains, attention, service—the 
equipment you've paid for—and runs away 
with it to land the new victim. But there are 
good landlords and good agencies. 

Continuous Service is what you pay for 
and are entitled to. We are prepared to 
furnish it. Let’s talk it over. Our consul- 
tations are confidential. 


The Paul E. Derrick Advertising Agency 


New York London Paris Cape Town Sydney Buenos Aires 
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INTRICACIES OF RAILROAD 
ADVERTISING. 


Railroad advertising isn’t as easy 
as it looks to an outsider. The 
proposition confronting a general 
passenger agent is almost as intri- 
cate as that of a department store, 
for the shortest railroad has many 
kinds of transportation to sell to 
many classes of people. As adver- 
tising expenditures by big trans- 


portation corporations become 
greater, and they undertake such 
gigantic operations as_ settling 


whole states, the problems of their 
advertising become more and more 
complex, 

Competition is often a dominat- 
ing factor. One of the busiest lines 
running between New York and 
Atlantic City has shown a disposi- 
tion to advertise liberally. Its traf- 
fic to and from the long string of 
New Jersey coast resorts is very 
profitable, as well as a traffic that 
lends itself to effective publicity. 
But, presuming this road spends a 
large appropriation during the 
summer resort season; every ticket 
sold over its line is good, by agree- 
ment, over two competing lines. 
Passengers are pretty certain to re- 
turn over one of these competing 
lines for the sake of novelty, so 
that the latter have almost an equal 
benefit from all the advertising 
done by the road that originates 
the traffic. Neither of the competi- 
tors have shown a disposition to 
“get together” on the advertising 
expenditure, and the progressive 
road feels that it cannot under- 
take the philanthropic work that 
an energetic campaign would de- 
velop into. 

Railroads also have bargain days. 
This same corporation’s line runs 
over into the coal regions of Penn- 
sylvania, through a district at- 
tractive to middle-class residents 
of New York. Sunday excursions 
at rates as low as $1 the round trip 
are a feature of summer traffic. A 
good big train load of these excur- 
sionists, consisting of the German 
with his family, beer and lunch 
baskets, represents only about $750 
gross receipts for a 200-mile haul. 
Deduct the operating expense, 
with a fair profit, and the adver- 
tising allowance per excursion 
doesn’t go far in New York dailies, 
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which are the only form of adver- 
tising that seem to bring results. 
There is not one iota of cumulative 
value in this advertising, for the 
German takes only two or three 
such basket picnics each summer, 
and always selects a different route 
for each outing. 

One of the Western roads put a 
crack limited train onto the run be- 
tween Chicago and California sev- 
eral winters ago, spending money 
prodigally in the magazines.to ad- 
vertise it under a distinctive name, 
Perhaps no single train in the 
world has received so much costly 
advertising in as short a period. 
The campaign started in late sum- 
mer. Stress was laid on fast run- 
ning time, and when the winter 
California season opened this train 
stood for the quickest, most luxu- 
rious way of reaching the Pacific 
Coast. Down in the southwestern 
desert country it was necessary to 
run the train over a small con- 
necting line less than 300 miles 
long. The little railroad had an 
unfathomable grudge against the 
big one. That crack train fur- 
nished the means of settling up the 
oldscore. Every day it was deliver- 
ed to the small road on time to the 
second. But for weeks in succes- 
sion there was never a day that the 
small road delivered it to the end 
of its line less than ten hours late, 
and often the widely advertised 
limited would be kept thirty hours 
on that 300-mile line, crawling like 
a tortoise through a_ trackless 
waste of dusty desert. When pas- 
sengers arrived in California they 
were ready to lynch anybody con- 
nected with the advertising road, 
and the effect of a campaign cost- 
ing nearly $100,000 was killed in a 
few months. Only a change in op- 
erating conditions and an excep- 
tionally good service during the 
past two winters has succeeded in 
removing the bad impression. 

Ih 


ADVERTISING literature that opens with 
a story is usually long-winded and point- 
less. This is the story-teller’s fault, 
however, nine times in ten. A fol der 
from the Rathbun & Bird Co., - Gold 
street, New York, opens with a short 
story entitled “Only a Machinist.” It 
is a good story, because Artemus Ward 
wrote it. And it points a moral because 
the Rathbun & Bird Co. is a machine- 
repair firm, giving especial attention to 
printing presses. 
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Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line per year. Five per cent discount may be 
deducted if Ee Sor in advance of 2 ubli- 


cation and ten per cent on pS contract 
—— ng 4 ~ geoanes of fr cused. without 
8 may 


ae a sat a speci 
ask shed for on RAE mg ap mon 
double price will demanded. 


WANTS. 


D MAN, editor daily (29), wants cheswe st 
department; larger fi field. Good adwriter 
“x. X.,” care Printers’ Ink. 


War ee agents to handle 
3 line of anaes eoreiean. sT. 
UTTON CO., St. Louis, M 


ORE than 247,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. ts senoos ead two other papers. 


ANTED—Sam}| ee and le and price of printing good 
S page booklet Kenvenope size), with half- 
tones, R. BRADFORD, & Schenectady, N.Y. 


ANTED—Two two-letter linotype machines 
in good Sar. Give lowest price for 
spot cash. Address “J. M.,” care of Printers’ Ink. 


RIGHT, adaptable young woman desires pos- 
B ition with reliable firm as assistant to adver- 
~<a marager. Address “A. B.,” care Printers 


postrions open for sommpatent Sa 
workers in all departments. rite 
booklet. FERNALD’S N wer alee MEN'S EX. 
CHANGE, 368 Main St., Springfield. ; 


ONCERNING TYPE—A Cyclopedia of V-very- 

day Information for the Non-Printer Adver- 
tising Man; get “‘typewise”: 64 pp., 50c. postpaid; 
ag’ts wanted. A.8. CARNELL, 150 Nassau St.N-Y: 


ANTED—Man of more than ordinary ability; 
experienced in Aavertising Agency wurk; 

one acquainted with publishers, and who is a 
practical printer, preferred. *‘W.,” care of P. I. 


PRINTERS’ INK, 


DV enema resentative—An 
Am _— Rep: experi- 


ced a , W) 
and broad enol represent a big pro; ition 
in Bosto. wnthNow Engiaud as his territory. if 
you have had no experience, can furnish no ref- 
erences or cannot do big things, do not make 
application. A wierd 4 ee: for the right 
party. Address care of t'rinters’ lok, 


YOUNG . AND WOMEN 
of ability who seek positions as adwriters 
and ad managers should use the classified col 
umns of PRINTERS’ INK, the business journal! for 
saversions, —- "weekly at 10 Spruce St., 
New York dvertisements will be inserted 
= cents per line, six words to the line. !’RInT- 
RS’ INK pd the best school for advertisers, and it 
very week more employin advertisers 
than any y Ober publication 1 in the United States, 


Wwe filled 1,124 positions last month. Could 


have sie’ re if we could have found | 


petent Salesmen, 
nical men. Offices in 12 el jes. Migtiamas ex 
+ yg It Be yene are a able man, write for 
~ HAPGOODS (ine.), Brain 
~e, Suite! ae 500 Broadway, New York 


Wy AszED.-Cler erks and others with common 
school educations only, who wish to qual- 
ify for reaay pene at & week and over, to 
write for free copy of my new prospectus and 
endorsements — once Ri every- 
ere. One g lace, — 
000, and an ae a ny . The 
$5.00 adwriter in New York owes his oa 
cess within a few ssouths to my teachings. 
mand exceeds su) Peo ply. 
GEORGE H. POWELL, Advertising and Rust 
ness rt, 82 Temple Court, New York 
> 


PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 








G°s. Ne yee cpvelanee,| os 50; 1 - for 

2.00. Other printing, sam SUN 
PUB. CO., Paulsboro, N. J. 

as PRINTING — 10,000 dodgers, size 

shit news paper. ¢ n 00, delivered f.0.b. 

your waity +8 3 a° sim. Gone OO b. book ik stock, 50c. 

delivered to ~% cash with order; 








ANTED—Experienced advertising solicit 
for a good, live monthly jangraine devot- 
ed entireiy to women. Best of references re- 
Address THE GUEST, Union City, oe 


r you can pay a good salary to aman, who can 
and is earning one now, to act as business 
or advertising manager of news| per, 33 years 

o'd and knows the business, address “L. T.,” 
Printers’ Ink. 


7 ANTED—Responsible agents for States or 

group of States to represent us in the line 

of Artistic Calendars 
other advertising novelties. Ad 

8. CAMPBELL ART COMPANY, Elizabeth, N. J. 


| Ad HF sovenenee and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. pe ay of a A 
qaversay ; oun in pupgte come 
oe MONTHLY. 815 Grand 





free. 

Ave., ai 2 0. 

W ESTERN Re _ trade paper has 
facilities and time to represent one other 


trade publication in the Middle’ West. Will give 
advertisers adwriting and designing service. 

Five nae experience. “C. H. G.,” 1164 Monad- 
nock Block, Chicago, Il. 


ANTED—I want to buy a half interest or the 

whole of a monthly mechanical journal 

or magazine which has a good subscription and 
advertising field. If you have a a good reposi- 
tion and want to interest me, send definite infor- 
mation to “INVESTOR,” care of Printers’ Ink. 


DVERTISING Man Wanted—A prominent 
publication wants a man to look after its 
advertising interests in Coteage. Exclusive rep- 
resentation is wanted, and to the man who can 
meet the requirements a prominent position is 
off Experience and reference absolutely 
ddress “EMPLOYER,” care of 





r 
ay all oe send for samples and tell 
us your wants. THE BECKMAN-WILSON CO., 
Kenton. Ohio. 
——e 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 253 Broadway, New York. 
——_~+2—> 


ILLUSTRATORS AND Tf ND ILLUSTRATIONS. 


SENIOR & CO., Wood E Wood Engravers, 10 Spruce 
H.% .. New York. Service good and pro’ - mpt. 


a oe li 
PHOTU-ENGRAVING. 


am a salesman 
will pay od price for list of 
New York ay cotomens using 
i a eS to te 
m_ rea nerease 
monthly 1  f 
If you can help me do this, ’l 
to well—i “hy 7 nigh 
Yy patronage 4 
le machin: 





“QUICK RETURNS,” 
P. . Box 672, New York. 
—__+or—_—_—_—— 


POSTAGE STAMPS. 


Hse a price for unused s‘amps. R. E. 
ER, 185 Dearborn St., Chicago, Ill. 
~~, 


NEWSPAPER BROKER. 


Fee a daily e a of 14,000 in west- 
ern Penn., with Cox Duplex press and lino- 
yee. fing a business of over $1,000 per month 
eed, iu Pepublican county, Price 

$13.00. Tt if pas ed Lowe can be made much 
hd KINGSTON, News- 





larger. 
paper facobes, pd 




















ART eee 
hotos from 

NUBE STYLES. MODELS LEAGUE, 

P. O. Box 7, Wash., 

PRINTING. 


RINTING _ at Feasonable prices. MERIT 
PRESS, Bethlehem, Pa. 


ADDRESSES FOR SALE. 


5,000 Giitk &C0:keamore Nt” 


3 100 are Sees 
°° Panic 





ject list, fresh and up to cates 
isdlow St., Cincinnati, Uhio 
ee 


SIGNS. 

T™ $am Hoke Paint-Printed $teel Signs are 

different. They are made on heavy sheet 
steel, heavily machine painted back and front 
with oil paints; the lettering, any colors, is print- 
ed on, but with oil paints and by a special pro- 
cess; mounted on strong wood frames ready for 
placing on sides of stores that sell your goods. 
They are better looking than hand-made, though 
cheap as stenciled. They are almost everlasting. 
Cost about 10c. a square foot—more in small 
lots, less in large lots. 

We secure locations and place these Signs at 
about same cost as for the making—up or down, 
according to quantities in each city. 

The gam Hoke Sign $hops, New York. 

620 West 62d St. (North River). 





PREMIUMS, 


ELIABLE goods are trade builders. Thou 
sands of ive miums suitable for 
publishers and others from the foremost makers 
and wholesale =, in . and kindred 
c 


e, 
ublished annually a teas now ready; 
g F. MYERS CO.. ‘ow. 48-50 52 Maiden Lane, N.Y. 





DECORATED = murenunt 





Tas pp ofa 
You cannot im 
boxes can be decora’ 
until you get our samples and quot 
al we made, whey SO other ines. over 
0» million Cascare' 


cms boxes and caps. Send 
prompt ed “De Tt It Now.” =S is 380 are 


“an iiCAR STOPPER COs COMPANY, 


Brook}: we aay York. 
an wo Aor ot of Tin Boxes aed the 





MAIL-OR DER XO NOVELTIES. 


writs to-day for free ‘ yr free “Book of mpcsiaiites.: 
justrated ~~ of latest impo. 


ined Jewelry. 


and a Gone a watches, oe 
SINGER BROS., 82 Bowery, 


meat re et 
TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 258 Broadway, New York. 
—_—___ +o 
POSTAL CARDS. 


pomuien of pel cepts Write 


RICES and 
STANDARD, 61 Ann Street, N 
—_—-—_~o-———" 


BOOKS. 
— oe 2 PROTECT— 


s4 B. jalan. 
Trade Mark ark Experts, 
Wy nner’ New Imperial Imperial Dictio 


onary. Latest 
; bound in full law sheep; 
fines of wo 


. book mailed 
Ted and 


b indexed; 
not ‘i "Onabricge ns or «in 
on approval KING, 1! 


iternati 
2 William st., New York. 
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COIN CARDS. 
PER 1,000 


Less tor more; any printi: 
B3 ‘tite Coin WRAPPER CO. Detroit. Mick. 
for $3. 10,000, rintin, 
1 390 0.cme Coin A ee Ft. ison, is. 





ADVERTISING MEDIA. 


CENTS per line for advertising in THE 
JUNION. Bethlehem, Pa. 


10 


BE: introduced ced by a2 B Business Bringers. 
THE RELIGIOUS PRESS ASW’N, Phila., Pa. 


ARDWARE DEALERS’ MAGAZINE. Circu 
lation 17,000(@©). 253 Broadway, New York. 


DVERTISERS’ GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 


66. EAL ESTATE,” Amsterdam, N. Y., circula- 
tion over 2,000, for real estate dealers and 
property owners, $1 a year. 


HE EVANGEL. 
Scranton, Pa. 
Thirteenth year; 2c. agate line. 


NY person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year. 


T=. TROY (0.) pay publishes an average 

f from 2% to 75 more local and county news 
po than any po wey small town daily. The 
RECORD’s average is more than 100 each issue. 


HOW window instruction! Full course of 
lessons for the coun Lg gal a 4 


cinnati le cents f 
ear’s trial THE “CINCINNATI 


ew. 
subscription. 
RADE REVIEW, Cincinnati, Ohio 
Crsstaars CHATTANOOGA PRESS, Chat- 


for mail-order and general advertising. 
Rate, 1b conte a line for keyed ads. No proof, no 





APPRECIATED BY HOME P&£UPLE, 


USEFUL FOR FOREIGN ADVER- 
TISERS. 


THE ZANESVILLE SIGNAL, 
ZANESVILLE, OHIO. 


The foliowing testimonial was sent to 
Newspaperdom, New York, without our 
knowledge : 

EpMIsTon-HorNey Co., 
Books and Stationery, Zanesville, Ohio. 
H. Craig Dare, N. Y.: 

Dear Sir—We believe the Zanesville 
SI@NaL to be the best advertising me- 
dium in Zanesville. We advertise our 
business in all the papers, but tne Sic- 
NaL is the only paper that we carry an 
advertisement in from year to year, run- 
ning every other day in the year. It has 
a very wide circulation in the rural 
districts besides the city circulation. 
We heartily recommend it as an adver- 
tising medium. We feel we derive more 
benefit from it than any other paper in 
our city. Very truly yours, 

EDMISTON-HORNEY Co. 

The Zanesville SIGNAL produces splen- 
did results for foreign advertisers as 
well as home advertisers. Circulation, 
guaranteed, exceeding 5,000. Rate, 14 
cents an inch, flat. 

THE ZANESVILLE SIGNAL, 


James R. Alexander, Publisher, 
Zanesville, Ohio. 
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DESIGNERS AND ILLUSTRA eo 
ESIGNING, illustrating, | Mumi- 


ing. "THRGRESEY in 


HALF-TONES. 


pare copper half-tones, 1-col., $1;1 
10c. per in. THE YOUNGSTOWN ‘ARC 
GRAVING CO., Youngstown. Ohio. 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Selves we weep cash acco mpanies the order. 
end for 
KNO VIELE ENGRAVING OO., Knoxville, Tenn 
—_—_——_+oo——— 


ADVERTISING NOVELTIES. 


GENTS wanted to ad novelties; 25¢ com. 
3 samples, 10c. ° C. KENYON, Owego, N. ¥ 


MAMA,” latest ‘Jatest novelty advertising 
card; sam’ sed rices, 
SOLLIDAY NOV . AD ORKS, Knox, Ind. 
ULVEROID SIGNS; lightest, pd most 
durable and attractive indoor ign. Com- 
lete line of veroid Novelties and Buttons 
Bamples free. F.¥,. POLVER Co., Rochester. N.Y. 


Wi RITE Pa Sorgematons ont rice new combination 
File. Keeps your ad 
before xike housewife al business man. THE 


lithograr Ta! mony .¢ 
Dio. 25 Bway, N. 





ee 


WHITEHKAD & HOAG CO., Newark, N. 
Branches in all ies. 
M4205 ANUFACTURERS of advertising novelties 
of oe uested to send ramples. 
ACKALIP. 
Advestions Novelt Broker, 
Yoder Law Bulidi suilding. ittsburg, Pa. 


= + OR CONVENTION SOUVENIRS, 
nails. The; 


— attractive, sub- 
_— cheap. Sample, a World’s Fair 


10c. 
Wick HATHAWAY'S C’RN, Box 10. Madison, C 


Color Barometers. "f!"E.2%. 


maiied in 6: i — $2 per - 
in 6 envelo; 

1.000. inclu im rink. send 1 i aa 

FINK & SON, 5th, ve Chestnut, Philadelp 


| Buy for Gash 


original at a” worthy % 


attractive sundries es 
ent, pted to for- 

or al led trades—anything, in 
the retailer will buy and 
No trash wan ere are 


quantities, any 
eer 





)or an 





can sell. 
nO. advertiaing schemes or other tails to 


ite—me! clean, straightfor- 


ward business. 1 will pay money 
for all the desirable novelties I can find. 
I am a “cinch” for av 
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MAIL ORDER. 


M AIL-ORDER ADVERTISERS—Try hou: 

bouse advertising; it will pay you bi 
men will deliver your circuiars and cat comes 
direct to the mail-order buyer. You can reach 
ee. who never see & y=! of any Geecription 
rom one year’s end another. hen once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 

oa, and are in a position to place advertisin 

er in the hands of any desired class. UR 
DISTRIBUTORS? DIRKCTORY will be sent thee 
of charge to advertisers who desire to make con- 
tracts direct — = eames i - 


God popden: solicited ted. 
NaTfoN AL aD ADVERTISING? { Co., 700 Oakland 
Bank Building, Chicago. 


a 
MAILING MAC. MACHINES. 


r = - Aend MATCHLESS WA MAILEK, lightest and 
est. Price $12. F. J. VALENTINE, 
Mfr., Ve vormous 8t., Buffalo, N. Y. 
petctscdigest eos onser bcbre ly 


CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 253 nes New York. 


SPECIALIZE D Pt PUBLICATIONS, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (©@). 253 Broadway, New York. 


CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 
a 4 red cedar and absolutely proof 
Prices low. Send for bookie. 

MEDMONT. FURNITORE 0O.. Statesville, N 


PAPER, 


 B BASSETT & SUTPHIN, 

45 Beekman St.. New York’ 4 

Coated papers a specialty. Demens Perfect 
White for Phigh-grade catalogu 

nna nse evan 


SUPPLIES. 


SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
never smuts. Get samples and prices from FINK & 
SON, Printers, 5th, near Chestnut, Philadelphia. 


\ D. WILSON PRINTING INK Co., Limited, 
e of 17 Sprnce 8t., New York, sell more mag- 
azine cut inks than any other ink bouse in the 


trade. 
Special prices to cash sash buyers. 


ERNARD’S Cold Water Paste is used exclu 
sively by the U. 8. Press Clipping Bureau 

and numerous publishers who learned of ‘its 
inerits renee our sample package, which is 


free. RBERNARD’S AGH. NCY, Tribune Building, 
Chicago. 


OXiINE—A 
stitute for lye and_ gasoline. 
tempers and improves the suction rollers. 
will not rust metal or hurt the Recom- 


non-explosive, non-burning sub- 
d hi Doxine Bo 





y 
good goods, but no ca ital to ex- 
loit ‘them with, who wuuld give dol- 
to know my name and address. 
Plenty of sound referen 


WM. A. RICHARDSON, 
84 Central S8t., Boston. 





> 


IMITATION TYPEWRITTEN LETTERS. 
ie Typewritten Letters of the highest 

furnish ribbon, matching ink, 
free. Granutes for stamp. SMITH PTG. CO., 8id 
Broadway, oledo, Ohio. 





BUSINESS CHANCES. 


pal Lp a ARM PAPER of the better 
class, centrally located, now climbing the 
a wl hundred - aoe in circulation and 
the two thousand dollar mark per 

ah in advertising, ed off reached the bur- 
den of succes, is in need <4 unds for a 
and enla 
advertising ma: 
and a it where ; belones. Address 





Tr who 4 take an interest 
“A. B.C.,” 


Printers’ Ink, 10 Spruce 8t., New York. 





y the best printers for cleanin; —_ 
protection of half-tones. For sale by the 
and manufactured by the DOXO MAN’F’G CO., es 


Clinton, la. 
—_ +o 
CARD INDEX SUPPLIES. 


AVE nom ing ‘buying from the manufact- 
Si ure -A. teu supplies for all makes of 
ca ete 


STANDARD INDEX CARD 
Rittenhouse dae, ‘Phila. 


TYPEWRITER RIBBONS. 
costs a littlemore than 





coupon book good fo 
five RRibbotipes; i 

Money, back without talk if you are not satis- 
fi CLARK & ZUGALLA, 100 Gold 8t., N. Y. 


———_+o+—___—_ 
ELECTROTYPERS. 


WE make the electrotypes fo! for PRINTERS’ INK. 
We do the electrotyping for ome of the 
largest advertisers in the coun ite us for 
rices. WEBSTER, CRAWFORD & CALDER, 45 
Rose 8t., New York. 














HOUSE-TO-HOUSE DISTRIBUTING. 


AY THOROUGH and judicious huuse-to-house 
distribution of printed matter or samples 
will produce quick and satisfactory returns for 
any general advertiser whose goods are meri- 


A mae rity of the heaviest users of different 
lines of advertising issue the yo quantities 

of pepe matter 'c or samples for house-to-house 
distribution. 

For over fourteen years I have devoted my 
whole time to the general house-to-house dis- 


tribution of advertising matter, tak full con- 
trol for many leading general’ advertisers, and 
hive given such general satisfaction that my 


system is now recognized as the only estalished 
arency of known reputation. I make a thorough 
guaranteed house-to-house distribution of print- 
ed matter or samples in every town and city of 
importance in the United States, through reli- 
able, exverien local men at each point, who 
make this = their exclusive business and 
personal), rintend the distribution of > 

matter. is to interest more + ge 

ers in this part cular branch of advertisi 
1. be p — to describe my system mand 
pon application. 

WILL A. MOLTON, 

National Advertising Dist: istributer, 
Main Office, 442 St. Clair St., Cleveland, O. 

O, £48 Bt. Clair 8s. Cle 


PRICE CARDS. 


Barty Gotigned price cards, 50 cents per 100, 
a assorted: printed on tinted 
stock’ THE BLAIR PTO. CO., Cincinnati, O. 











Fade in vations sce tc, por kag BIO: 
e in various r 100 u 
DLE P. 0. CO., 10th and | ‘Fiibert Sts, Phiis., Pa. 
FOR SALE. 
OR SALE TO SETTLE Los ggg ae 
Seomahane _ Goats week! >, bemoeratic 
new: r and job offices. ed 
Alw: ROY, bP from Jan. 1, 
1904, to Nov. 1,1 r $4,000. Half is rofit. 
Splendid equipment oO Price $3,000. G. ALLISON 
ND, Eminence, Ky. 


PUBLISHING a OPPORTUNI- 


magazine 


000 owner’s salary, 
our aus as much, 


Lerten 
ng 61d, 000 


Capable ot making. one 


Broker in Publishing Pro; » 
253 Broad w: wy 





ADDRESSING MACHINES. 
DDRESSING MAOCHINES—No type 
Wallace stencil 


card index 
largest pub: 
circulars. We 

WALLACK & CO., 29 Murray St., New York. 
1310 Pontiac Blig., 358 Dearborn S8t., Chicago, Ill, 
(PHE STANDARD AUTO ADDRESSER is a high 

speed addressing machine, run Py 4 motor or 
foot power. ——— competes cad index idea. 
Prints visibly; perforated card used; errors im- 
—* operation simple. Correspondence 80- 


B. F. JOLINE & CO., 
123 Liberty St., New York, 
— te 
ILLUSTRATIONS. 
S'Vits, arc CUTS. Stamy Stamp for folder. CAR- 
rtist. 8, 8, 1612 Wabash Ave., Chicago. 
AD VERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 ‘DY, 171 Washington St., Chi- 
cago, writes adve! ertising—your way—his way 
EW ww OUZS and advertising copy for gad line 

ieadon. een cuouen by our method. ART 
DVT. WEES nothing more. 


Been at it 4 years. 
¥ ED SCARBORO,} 
557a Halsey St., Brooklyn, N. ¥. 
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un D UP your LINER COLUMNS—I write 
ads that will hel aye. 5 Have also a follow- 
up letter scheme that direct returns. 


C. S. FURNESS, 
86 Maitland 8t., Toronto, Ontario. 


W WHAT IS YOUR TARGET! 

At what class Go you aim your ative advertising| 
Have you a monopoly so absolutely “‘air-tight”’ 
thac most any old stuff is good poo dy for ose 
who must come to 9 any 

lf that is your blissful - ad you certainly 
have no use forme. But (and here is where I 

“butt into tne game’’) you may have lots of 
“warm” competition— = of it extra keen (I’ve 
known such cases)—and th —_ Pak 3 en, 
when you send out an ink ao Pe salesman 

through the mails, you must ee a his “get 


lence you claim for your stuff. | Fo. only for 
people unwilling to pay postage merely to fatten 
waste-paper baskets vith that “oostliest” of all 


rinted matter—i. e., the “cheap-e! ‘h’’.to-be- 
wn-away-on- sight kind. Possibly yo Jed, = Ly "4 
be interested in some of the “‘t 


for those waste-basket “foilers?’ A letter — 
gestive of penewe business will receive my 
Ae mpt attenti 

0. 


on. 

37. PPRANCISL. MAULE, £08 Sansom 8t., Phila. 
$500 for One Advertisement 
Weare looking for a man with or'ginal ideas 
and brains to write one advertisement for us. 
We wish to secure new subscribers to THE 
GENTLEWOMAN, and will pay $500 to the person 
who will write an original, straightforward, 
honest, legal and pulling advertisement for that 
purpose which we accept. The circulation of 
THE GENTLEWOMAN is 400,000; 28 pages; sub- 
scription rate, 12 cents per year; published 
monthly. The advertisement may be written 
any way the writer desires, with or without call- 
ing for subscription money; no objection to 
puzzles. premiums or gifts. If desired, $5,000 in 
gifts may be named in the advertisement, which 
must not exceed ten inches double column. Ad- 
vertisements and plans must be typewritten and 
complete in every detail. Send for sample copy 

of THE GENTLEWOMAN. Address 


Cc. E. ELLIS, 
Desk No. 24, 7 Beekman St., 
New York City. 


LEARN 
TO WRITE 
ADVERTISEMENTS 


When you think of learning to wri 
advertisaments you think ne P. 
Davis Oo. because it is an assured 
that everything to qualify 
advertisement writer is taught 

PAGE-DAVIS cummane 


Davis Oo. te 6 is me 


The fact that Page- 
oldest institution and the most substa 
jal of its kind in the world Bank 
i is 


e teach 
thoroughly practically. Our handsome 
rospectus maijed free on request, 
you more about it. 
Paterno co. 
Fe) gt : 
Dept. . a) WABASH = : ICAGO. 
Dept. 23, 150 Nassau or . NEw iw YORE. 
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IF YOU NEED 


a booklet, folder, a stro at wititen and set up 
—and delivered in electro} a. if Fy he. = 
or anything in the way of PRO ING 

a Lp — ar ipea go 


He has had 15 y: mew expertenee. and will produce 
pa peony, A novel a and striking; something that 

ill pay a PRESS, 45 Kose 
St, New ook cite 





Aedes sing Agencies. 


dduertioomente under this head, two lines or more 
3 - ze, Displan au tupe in one 
week inadvance. Display type may 
be used if 


CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 

ARNHART —_ SWASEY, San Francisco— 

— & west of Chicago; em employ 60 

people; save a rs by advising g judiciously 

newspapers, billboards, walls walls, cars, distributing. 

URTIS-NEWHALL CO. L CO., Los ane, Califor- 

Ona. 895. Place “7 sing any 
ere— 


wo wath new! rs, 
out‘oor. me ttecti ve ads. Mrkoting plas na al PACE: 
FIC COAST ADVERTISING. tTISING. 25c. copy; $2 year. 


DISTRICT OF COLUMBIA. 
3: ad yor piiae Want fe | in 1b jentins dal Galion, 
D 


Send for listsan egtioss 
VERTISING AGENCY Star Bldg., Wash. mr 1G. 


MISSOURI. 
W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


NEW JERSEY. 


AIL order advertisi: specialt; THE 
STANLEY DAY AGENO AGENOY, Newmarket, N.d: 


NEW YOR! W YORE. 


OSs AGENCY, 1 Madison Aye., N. Y. 
Medica! journal al advertising canentvely. 


D°SESrTy & CO., Advertisin ents, 44 Broad 


Private wi vate wires, n, Phila, ete. 


ANGe LBERT FRANK & CO., 25 CO., 25 Broad Street, N. Y. 
General | Advertising’ Agents. Established 
Chicago. ladelphia. Advertis- 
ingot all kinds placed in every part of the world. 


ORTH AMERICAN ADVERTISING COKPO 
RATION, Woodbri Building, 100 William 
Street, corner of John, New York. A reliable, 
> i rai advertising agency, con- 
trolling first-e nts. Customers pay a 


fix 
paid by the 
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OHIO. 

. RUNEY, Runes Bide. C Cincin- 
ewspaper, Magazine, ta 
Printing, Désigns, Writings. ov 

PENNSYLVA NIA, 
[THE HL Tan AED ADVERTISING AGENCY, 


925 Chestnut 8 Street, Philadelphia. 


Cu 4 ee 
povouiion, 





RHODE ISLAND. 


cota AGENCY, Providence—Bright, 
“ad ideas,” magazine, news 


O. F. 


paper Ke 


TENNESSEE. 
REENWOOD ADVERTISING SOMPAns, 
Office and rat, Knoxville, Ten 
Designers and M’f’rs of Painted "Advertising 
t-of-door Work ‘Contracted for 
Street Bulletins, Wall, Fence ‘and ¢ Cut Outs. 
istribu! Sign Tacking. 


uting and S: 
CANADA. 
[SCREASED appropriations for Canada are the 
ith American Advertise: We 


rs. can 
achieve results through intelligent selection of 
best — — = ney outside of Can- 
ada Wri HE DESBAKATS AD- 
VERTISING AGENCY. ‘Ltd., Montreal. 
te 
of our circu- 


IT'S THE QUALITY scion” thas 


makes it count. We reach live, pro- 
gressive grocers and general merchants 
in the southwest only. If you manufac- 
ture anything in food products or gro- 
cers’ sundries, talk to them through our 
a columns; it p Rates 


reasonable, The Retail Merchant, “Dallas, Tex. 








*Bout “Himself” and “His Work” 


The First Edition of “ Excerpts from His 
Scrap Book” is exhausted ; Second Edition 
now on the press. If qoer name arrives in 
time, accompanied by Five Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer and Editor of Advertisi: 
ters, te * Letter Shop” in the 


ng Let- 








ton Block, Chicago. 








accoun 
oe 9% ft on the net prices 


home 
value. 





Dept. C, 


Victor Telephone Index 


is a Creat Time Saver 


to the business man and a convenience to 
every telephone user. It has 24 alphabetically 
tabbed cards in nickel-plated holder. Fits desk 
or wall telephone. 
numbers frequently called; backs can be used 
for advertising. The “ads” are thus displayed 
thousands of timesin a year. Its conspicuous 
and exclusive position in the business office or 


Front of card is for list of 


makes it of exceptional advertising 


Correspondence with advertising managers, 
specialists and solicitors desired. 

Exclusive territory assigned to responsible 
parties, enabling them to engage in a per. 
manent and very profitable business. 


ADDRESS 
VICTOR NOVELTY CoO., 
Boston, Mass. 
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KEEPING EVERLASTINGLY AT IT 





Eleven years with only one break (when the printer forgot 
it), has been my record of advertising in this publication. 
Each week a new story appeared, and I kept my competi- 
tors constantly guessing as to what was next. Every time 
my name was mentioned to an ink knight of the road the 
air became full of blue streaks, and I was called everything 
but a jail bird. They even accused me of taking the money 
and not shipping the goods, but as I knew my conscience 
was clear I bore their insults with fortitude, realizing that 
some day I would be a recognized factor in the ink trade. 
I now receive more orders in a day than I did the first three 
months I was in the business. When a customer finds 
that my inks are not all I claim for them, I offer no argu- 
ments, but refund the money and reimburse him for the 
transportation charges. Start the new year right by sending 
Sor my price list. 











ADDRESS 








PRINTERS INH JONSON 


17 Spruce Street, New York 




















The work of an advertising agency consists primarily in 
placing the advertisements of its clients in a list of publications 
and secondarily in furnishing the necessary copy and designs. 

Our business consists in the preparation of advertising 
plans, copy and designs, and in placing the business of our clients 
through regular advertising agents. 

We co-operate with many leading advertising agents in this 
way. We offer you the best service of the Ethridge Company 
combined with the best service of an advertising agent at no in- 
crease of cost. Thus we place at your disposal double the usual 
service, double the thought, double the executive ability, double 
the safeguards against error, and charge you nothing for this 
additional service. 

If such an unusual proposition interests you let us hear 
from you. 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 



















BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


There are at least three things 
the matter with the hair dresser’s 
advertisement designated as No ft. 
One is that it does not hold to- 
gether well. Another is that it has 
not enough contrast in it to give 
adequate display, and the third is 
that the view of the woman’s head 











No.| 


cuts the face off entirely. The 
last objection is, possibly, the most 
serious of the three. At first 
glance it looks as if the woman’s 
face had been cut off, as the line 
of the arm is not sufficiently 
brought out to be easily identified. 

The illustration in No. 2 reme- 
dies these faults. The border 
holds the ad together and the name 
of the article advertised is dis- 
played. There is enough contrast 
to make the advertisement strong 


] 





and we have a much more pleasant 
view of the lady in the case. It’s 
not a good plan to show pictures 
of women without affording a view 
of the face. There is nothing par- 


ticularly exciting about the picture 
of a woman’s back, and experi- 
ments of that kind which have re- 
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COMMERCIAL ART CRITICISM 


' INK WILL RECEIVE, 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 








383 UNION SQUARE, N.Y. 


FREE OF CHARGE! 






cently been made have not pro- 
duced particularly happy results. 
* * * 


Here is a piano advertisement 
which is an example of carrying 
a good idea too far. This ad oc- 
cupied a full page in a current 
magazine, half the space being de- 
voted to the ad and half to white 
paper. The upper part is excellent, 
so far as arrangement and display 
are concerned. If the head line, 











Hy 
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black rule and piano stood as they 
now are and the copy had run clear 
across the page in good clear type, 
this ad would have been distinctly 
good. As it is, the type matter 
looked crowded, even in a full page 
space, and discouraged perusal. 
* * * 


It seems to be a settled fact that 
a perfect lady must use certain 
kinds of stationery, although an ex- 
amination of the advertising pages 
of the magazines leaves one some- 
what in doubt as to who really 
makes the right kind. 

We certainly ought to be de- 
lighted enough to hear from a lady 
to overlook the fact that she used 
















= 








a piece of butchers’ paper or the 
fly leaf from a cook book. But 
such apparently is not the case. 
The people who make the paper 
ought to know. 

Here is an advertisement of the 
Whiting Paper Co., typical of this 
class of advertising, which has 
lately become quite prevalent. It 











writing table he 
not furnished with 
Whiting'’s Papers, 
then Miladis 
correspondence 
is not quite what 
it might be. 


At sis excl” 


various shades of 
Whilings 
Hand Made 
Organdie 


WHITING PAPER COMPANY 


NEW YORK 
CHICAGO 








PHILADELPHIA 
HOLYOKE sa 











presents a dainty appearance and 
the ornamental part is graceful, 
too, but if the typography were 
more distinct the advertisement 
would appeal more strongly to a 
mere man. 

* * * 


This advertisement of Dr. 
Gouraud’s Oriental Cream _ has 
appeared in precisely the same 
form, wording and all, for nobody 
knows how many years. There 
may be people living who remem- 
ber when it first made its appear- 
ance, but any one old enough to 
remember is quite likely to have 
lost his memory by this time. The 
copy must be good, or good money 
would hardly be paid for its in- 
sertions in the magazines for 
scores of years. 

The picture may have been con- 
sidered beautiful in the days of 





PRINTERS’ INK. 43 


our grandfathers, but ‘is very un- 
attractive at the present time. 
There seems to be room for doubt 
whether its trademark value can 
counteract its umnattractiveness. 
This point could not be raised 
were it not for the fact that the 


‘A Skin of Bonaty la n Joy Forever. 
DR, T. FELIX GOURAUD'S 


ORIENTAL CREAM, or Magical Beautifier 












wy Acept no comasertel of 
similar name, . Dr. 1. A. 
id to a lady of the 
haat.ton (a emt): “ As 
rou Ladies be : yee thom, 1 
Fecommaend *Goare 
Teen" ns Co leas haraaint 
of ail the Skin prepara- 
jone.”* 
For sale by all Denggiste 
and Fancy Goods Dealersin 
the United States, Canada 


“ H _ 4 and Enrove * 
YRED. T,HOPK IVS. Prop’r, 87 Great Jonce Street. ¥. ¥.: 


bh, Remover Tan, Pinples, Freckles, Moth 
PUMUTIeS GRID Patches ua, al Suit saan 
o " 

Beautities 4 mm ° Cie som tt bao ot 

Skis. Z test of 86 1 80 

9 ou hacniess we it to be. 

Cosmetic peg sure it is properly wate 

sai 





article advertised is supposed to 
beautify women who use it. 

this picture were a trademark used 
on a can of house paint or a stove, 
its trademark value would be the 
thing to consider and it would cer- 
tainly be unwise to change it. Ad- 
vertising a magic beautifier is a 
different proposition—hence the 
doubt as to the wisdom of using 
such a picture as this in its pub- 
licity. 

ares ee 


EXCELSIOR! 


In poster advertising the design need 
have no direct connection with the 
article advertised. The headline supplies 
the significance of the combination. It 
is the persistency with which it is placed 
before the public that causes the design 
and headline to become inseparable. 

It takes a highly imaginative mind in 
the billposter artist to produce a de- 
sign which is attractive and yet not 

audy or repulsive, and this is where, 
in a great many instances, the average 
poster falls short of the mark. It is 
over done, the work is coarse and crude, 
and instead of leaving a favorable im- 
pression it disgusts. 

It is this class of posters that incites 
wrath against billboard advertising and 
stirs up such a commotion ever so often 
in regard to the billboard nuisance. 

There is room for great improvement 
in this field of advertising. There is 
practically no reason why billboard ad- 
vertising cannot be raised to a higher 
level. Other forms of advertising are 
becoming more and more high class, and 
why shouldn’t these much used posters 
assume a_ different air?—White’s 
Sayings. 

‘sisi lpg SiS efi 

Epitor of the Weekly Boomlet—Yes; 
I ’phoned you, Doc. I’ve been very 
low-spirited lately. What do you sup- 
pose is the cause? 

Doctor Wiseguye—Poor circulation, I 
should say.—Philadelphia Bulletin. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 











Tue McCture DEPARTMENT Dry Goons , 
STorRE, 
PHILADELPHIA, Dec. 5, 1904. 
The Ready-Made Man: 

Dear Sir--I am inclosing you a copy | 
of my little Bulletin of this date to show | 
you how one reader of Printers’ INK | 
appreciates the work of your department. | 


The work on my part was done very |. 
hurriedly and while I was attending to | 


several other things. This wiil account 
for any imperfections in the same. 

I have been helped several times by 
your suggestions. 

I hope you will continue to give the 
local storekeeper a lift as he needs your 
aid. I realize it is hard to do business 
successfully twenty blocks up town from 
Wanamaker’s and the other big fellows 
who occupy so much space. | put out 
twenty thousand of these Bulletins each 
week and they bring us good results. 

Wishing you success I am, Yours, 

C. F. McCrure. 

If anything does “The Ready- 
Made Man” more good than the 
cash he gets for worrying about 
the proper conduct of this depart- 
ment, it is the knowledge that his 
efforts are of real benefit to readers 
of Printers’ INK; therefore such 
letters of sincere appreciation are 
an incentive to still greater efforts. 
The bulletin accompanying the 
above letter would be good adver- 
tising for any store, whether sit- 
uated in the heart of the shopping 
district or far removed from that 
neighborhood, as is the case with 
the McClure store. Mr. McClure 
says nothing about his methods of 
distribution, but no doubt he em- 
ploys a mailing list of those whe 
are within easy walking distance 
of his store, as the bulletin says, 
“You can walk to McClure’s. This 
counts when you are in a hurry.” 
‘Such a bulletin should also be in- 
closed with each purchase, as, in 
that way, people who may not be 
on the store’s regular mailing list, 
are reached at no expense, and it 
is a good idea to give regular cus- 
tomers something to think about 
when the parcel is opened at home 
—calling attention to some new 
line, something good in an old line, 
or anything which will interest and 
bring her back again. This par- 
ticular bulletin is devoted to 
Christmas offerines, and various 





jtimely gift suggestions are made 
| under these heads: “For Grandpa,” 
pes Grandma,” “For Father,” 

“For Mother,” “For Sister,” “For 
Boys,” “For Girls,” “ For Baby” 
and “For the Household.” Prices, 
or the range of prices, are given 
in every case, and the lists are 
interspersed with such happy 
phrases as: “The Christmas spirit 
anl the spirit of cheerfulness and 
liberality now animate every part 
of this store; come with us and 
make this a rousing Christmas 
time.” “Christmas buying is easy 
and pleasant here. Open every 
evening after Dec. 12.” “A dis- 
count given to those purchasing 
for churches or charitable institu- 
tions,” “Good cheer should be sure 
to come once a year. Remember 
the old folks.” All this is intro- 
duced by the general heading, 
“McClure’s Weekly Bulletin,” and 
the following brief talk: 

“Thousands of people will re- 
commend McClure’s for gifts. It 
has been a good Christmas store 
for several generations. This year 
finds us with larger stock and 
greater variety than ever before. 

“Let us urge upon all to buy 
early. We will be open every 
evening, beginning December 12. 
Suitable gifts for every member of 
the family Helpful hints for the 
perplexed buyer.” 

While all this is too late to do 
you any good just now, it is well 
worth filing away for December, 
1905. 

Here’s a “Tip” for the Bookbinder, 

‘p the Washington, D. C., Star. 


Phone Books 
Bound, 25¢c. 


It’s handy to have the 
Washington section of your 
telephone book bound sep- 
arately. We'll do it for 25c. 





HODGES’ 
BOOKBINDERY, 
420-22 11th, 
Washington, D. C. 
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Here’s a Brief and Bright One from the 










Tuxedo Coats. 


Every society man ought 
to have a “dinner” coat. 
It’s a more’ convenient, 
smarter garment than the 
“swallow-tail” for stag af- 
fairs. 

We have some of these 
coats beautifully tailored, 90 
per cent finished, and can 
be finished to fit you in two 
hours or less. Price $13.50. 

Full dress suits, $25.00. 
OAK HALL CLOTHIERS, 

Hamilton, Canada. 





M 


A Well Displayed Ad from the Lynn, 


ass., Evening Item. 





Here’s a New Scheme For You, Mr. 
Shoedealer, from the Milwaukee, 
Wis., Evening Wisconsin. 








Eat Them Dry 


or toast them on the grid- 
iron or in the oven and 
serve them warm. : 
‘bney make a_ delicious 
relish for the failing appe- 
tite. ; 
Some call them Digby 
chickens. We call them 


SMOKED HERRING 


and they are selling to-day 


At 15c. A Box. 
Try a box to-day. They 
will keep a long time. 


WILLIAMS BROS. 


216 Union St., Lynn, Mass. 
Telephone 28 and 29. 





“Cinderella” 


Revised. 


An opportunity for the 
Milwaukee woman with 
the smallest foot, 

e are displaying in our 
show window to-day a pair 
of Pingree-Made $7 Ladies’ 
Shoes, as pretty a pair of 
footgear as was ever turned 
out. This pair is in a very 
low number, not too small, 
however, to fit some Mil- 
waukee women. We will 
present this pair of shoes to 
the lady who can wear them 
the only condition imposed 
being that the claimant must 
be a resident of Milwaukee 
and must call in person at 
our store to have the shoes 
fitted. 


KENNEY SHOE CoO., 


393_East Water Street, 
Milwaukee, Wis. 





How John Wanamaker Advertises an 
“Open Stock” Dinner Set in the 
Philadelphia Bulletin. 








tar. 


Good Bakery Talk, from the Washing- 
t ? 


m,. DD. G 








Don’t Bake 
To-morrow 


—have us do that for you. 

If our Pies and _ Cakes 
and Pastries were only just 
as good as you can make in 
your own home kitchen, our 
only argument for your pat- 
ronage would be through 
saving you trouble. As it is 
they’re better than you can 
make. We use the same 
hign-class materials you use 
at home—the finest cream- 
ery butter, etc.—but we have 
facilities and experience that 
must naturally be _ lacking 
outside such a bakery as 
this. _ Have us bake a Pie 
or a Cake for you on a trial 


order. 
REEVES, 
1209 F St., 
Washington, D. C. 























100-piece Dinner 
Sets, $12; 
regularly $18. 


_ The same quality, decora- 
tions and shapes that we 
keep in two open-stock pat- 
terns all the year at $18— 
so you can replenish when- 
ever necessary. 

This special lot goes in 
sets at $12, because the fac- 
tory made a concession in 
price. 

The accompanying ticket 
shows exactly what the set 
contains, 4 

12 Dinner Plates, 12 Tea 
Plates, 12 Soup Plates, 12 
Preserve Pilates, 12 Butter 
Plates. 1 Meat Dish, 1st 
size; 1 Meat Dish, 2d size; 
1 Meat Dish, 3d size. 2 Cov- 
ered Vegetable Dishes, 2 
Uncovered Vegetable Dishes, 
1 Soup Tureen, 1 Sauce 
Boat, I Covered Butter and 
Drainer, 1 Pickle Dish, 12 
Cups and _ Saucers, 100 
Pieces, Price, $12. 

Note.—In china it is cus- 
tomary to count covers of 
dishes and saucers as separ- 
ate pieces, 


JOHN WANAMAKER, 
Philadelphia, Pa. 

















46 


Here’s a hint that’s worth “salt- 
ing down” till next December for 
those publishers who want to help 
their advertisers, and readers as 
well, by reminders of the nearness 
of Christmas. Mr. Wm. Simpson 
Advertising Manager of the Phila- 
delphia Evening Bulletin, from 
which the ad below was clipped, 
writes that this feature has been 
repeated for several years by the 
Bulletin, and that a large number 
of local retail advertisers report 
that it serves its purpose very well. 
Of course, the figure is changed 
each day. 


Shopping Days 


to Xmas 
There are just 9 shopping days to 
Christmas. Don’t wait until the last 


minute when the stores will be thronged. 
For Christmas suggestions turn to the 
advertising columns. 

Another helpful hint for papers 
which carry considerable book ad- 
vertising is furnished by the New 
York Times, which printed on its 
book page, for some time preced- 
ing Christmas, such ads as these: 

There is a peculiar dignity in the gift 
of a book for the holidays, which is in 
no way affected by its price. ’ 

Can you say the same of anything 
else? : 

Why not Books for Christmas? 

A good seat at a good theater costs 
$2, and affords temporary amusement 
to one person only. t 

A good book at less price gives both 
pleasure and instruction not to the one 
only who receives it, but to many others. 

Why not Books for Christmas? 
Titles and Prices, But Not a Word 

About Bindings—From the Grand 

Rapids, Mich., Evening Press. 





Boys’ Books. 


“Joe’s Signal Code,” b 
Hesser; “In the War Wit 
Mexico,” by Brady; “With 
Ethan Allen of Ticonder- 
oga,” by Foster; “The Path- 
finders of the Revolution,” 
by Griffis; “With Rodgers 
on_the President,” by Otis. 

These books—for boys 
from 12 to 15 years of age 
—sell usually for $1.25 and 
$1.50. Our price, 95c. each. 


" PALMER’S, 
The Book Store, 


20-22. Monroe Street, 
Grand Rapids, 


Mich. 
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If There Is Any One Time More Than 
Another When Money-Back and Free 
Exchange Offers Help to Sell Goods, 
That Time Is Right Now. This Ad 
From the Bangor, Me., Daily Com. 
mercial Has the Right Ring and 
Ought to Help Some; But it Ought to 
Say Free Exchange or Money Back 
Without any Qualification, 


If It Isn’t Right, 
We'll Gladly 
Make It So. 


That is our standing offer 
on whatever you buy of us. 
We warrant every article to 
be exactly as_ represented; 
if it proves otherwise, we'll 
gladly “make it good,” 
either in exchange of goods 
or in cash. Can you think 
of a safer basis on which 
you can make your holiday 
urchases in Diamonds, 
surely Watches, Clocks, 
Cut Glass, Silver, etc. 

We do a lot of Watch 
Repairing just because we 
do it well. 


ALLAN P. TRASK, 
31 Main St. 
Bangor, Maine, 











This Apparently Disinterested Advice és 
Well Calculated to Increase the Total 
Consumption of Gas by Decreasing 
the Consumption Individually—from 
the Bay City, Mich., Times. 








You _have heard us say 
that Gas is cheaper than 
wood or coal. 

In order to do so it must 
be used economically. 


“How to 
Economize Gas” 


Have things ready to cook 
before lighting the Gas. 

Don’t use a large burner 
when a small one will do, 
and turn down burners so 
as to use what Gas you need 
and no more. 

Use the Summer burner 
to keep kettle boiling for 
s‘aps, stews, vegetables and 
to_keep food hot. 

Have a blue flame on your 
range by adjusting mixers. 
A blue flame is economical. 

When you do these things 
you will be satisfied. 

Ranges — Detroit Jewels 
and Ideals $3 down and $3 
per month. 


GAS COMPANY, 
Bay City, Michigan. 


























Readers*of this department are 
Tequested to inclose with their 
communications any matter intend- 
ed for criticism or reproduction, 
as marked copies of newspapers, 
and other matter sent under separ- 
ate cover, are frequently lost in the 
mails or opened and mixed with 
the many newspapers which come 
to this office daily and filed away 
unidentified. 

A Mighty Good Scheme for a Grocer 
and an Exceptionally Strong Appeal 
to the Charitably Inclined—From the 
New Haven, Conn., Register. 


A Giftis None the 
Less Welcome 











because it is practical and 
will do somebody some real 


We pack and send away 
for Christmas, assorted 
boxes of the very nicest, 
newest and daintiest a 
to eat and drink imaginable. 
Their cost runs from $1 up 
to $10 each (the $3 and $5 
boxes are the most popular), 
You can tell from the Print- 
ed List exactly what each 
box contains—and a Postal, 
a Telephone or a call will 
fetch the List. 

Think it over. 


EDW. E. HALL & SON, 
38: State St. 





A Good One From the Hamilton, Can- 
ada, Herald. 


Holly Ribbon 
Another Bright 
Thought for 
Christmas. 


Most everyone will be 
using this pretty Ribbon to 
ive an extra touch to their 
hristmas gifts. It comes in 
a soft white Duchess 
round, with festoons of rich 
olly berries and _ leaves; 
and here’s another sugges- 
tion—why not use it for 
making bookmarks? Widths 
are %, 1, 1% and 2 inches, 
and prices are accordingly, 
8c., 12%c., 17¢. and 25§¢. 
a yard. 


STANLEY MILLS & CO., 
Limited, 
Hamilton, Canada. 
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It’s All Said So Naturally and Earnest. 
4 That One Can Almost See the Man 

ehind the Apples As He Says It. 
From the Redfield, S. D., Journal 
Observer. 





Apples 


Picked off the trees and 
not off the ground. Sorted 
by hand and not with a 
shovel. Packed in barrels 
and not in box cars, 

And now is the time to 
7 in your winter supply. 

e will soon receive a car- 
load of Michigan and New 
York choicest barrel apples 
and will retail them at a 
remarkable low figure. 

Fancy Kings; No. 1 
Spies; Baldwins; Greenings 
and Rock Russetts. 

Ranging in price from $3 
to $3.25 if taken before they 
are put in the cellar. 


HOPKINS & BALSIGER, 
Redfield, South Dakota. 











A Headline That Means Something to 
the Toy Buyer and Other Good Items 
That Lack Nothing but Prices—From 
the Leavenworth, Kansas, Times. 


An Iron Man 
Climbs a Ladder! 


Have you heard about him? 
If not come to our store to- 
day. We want all the boys 
and girls to see this inter- 
esting new toy—an Iron 
Man Climbing a High Lad- 
der just as quickly as a real 
man could do it. Our 
large and exclusive Toy Dis- 
play continues to be the 
center of interest. 

There are hundreds of 
new mechanical toys here 
that you ought to see. It 
will make you la‘gh to see 
those Dancing Black Dogs, 
Kicking Mules, the Mule 
Playing a Drum, the Boy 
Riding a Runaway Pig, 
—s Ducks, Lowing 

ows, Bleating Sheep, etc. 

The Greatest Doll Show 
ever held under roof in 
Leavenworth. They are here 
in all styles, sizes and 
prices. Some are dressed in 
silk, some in cotton, while 
many have no dress at all. - 
Standing dolls, sitting dolls, 
sleening dolls and wide-awake 
dolls. Come in and make 
your holiday selections at 
once. 


WOOLFE & WINING, 
Leavenworth, Kansas. 
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— GOLD MARK PAPERS(@@) 





(©©) Advertisers value these 
tbe mere number of copies prin’ 
e sign ©.— Webster’s Dictionary. 


per . one hundred and nine are d: 
ocd a ‘O0), the meaning yh which is vexplaine 
Announcements under this 


more for the class and 
Among the old chemists gold 


—— 4 J their rene than for 





a of a grand total of 23,265 publications Hotes in the 1904 issue of Rowell’s American Newspa- 
the so-called gold 


shed from all the others by 


~y 


hlicati 





Directory, cost 20 cents per a 1 
$20.80 tor. a tall year, 10 per cent 


having th 
week, two lines (the smallest eavertiopusent it accepted) cost 
ount, or $18.72 per year spot cash, if paid wholly in advance. 


gold marks in the 





WASHIN orer. 5 D. ©. 


, BUFFALO COMMERCIAL (© Desirable 
it always produces sati: 





THE EVENING STAR (©0), gt 
Reaches 90¢ of the Washington by 


GEORGIA. 

THE ve ane NEWS (OO), Savannah, Ga. 
A good n r in every sense; with a well-to- 
do clientele, w th many wants and ample means, 

Only morning daily within one bund es. 


ILLINOIS, 
TRIBUKE (© ©). Only paper in 2. 
ceiving this mark, because Taiwone 
satisfactory resuite. 
gt mateen. ©. Cutengro, only “eae 
Mark” king journa en 
known. 5 -—*- in every ytete, and Seabteny. 


KENTUCKY. 

THE Fate agente pene © ©), oo a oe 
daily, Si and weekly. Not only has 
classand rv & of ciroulasivn, but also quantity. 
While an old and conservative’ aqraeeer it has 
never lacxed Lf hig It was the firs 

r outside of New York city to introduce the 

ergenthaler linot machine. It is carried 

pom Ag ofthe week on a special 4G of its 

own to eart of the wealthy ‘“ Riue-grass 

region. and has A circulation in that 
ry than any other daily. 





MASSACHUSETTS. 
eeetos EVENING TRANSCRIPT (@6), estab- 
ed 1830. The only gold 1: gold mark daiiy in Boston. 
"ae PILOT (©©). ever every ety. Roman 
Catholic. Jas. Jeffrey rey Roche, edito: 


MINNESOT 


T*'NORTHWESTERN MILLER 
tnifiing and flour trad 


ear. Covers 
and trade Joie op over the world. The 
only “Gold Mark” milling journal (O60). 


NEW YORK. 
THE POST EXPRESS (©6). Rotecter, ¥. Y. 
Best advertising medium in this sectio. 


ENGINEERING NEWS (@©).—The hi; 
nical authority in jou ism.—. 


HARDWARE Dé. yd MAGASINE. 

In 1903 no issue 7,000 (@@). 

D. T. MALLETT, Pub., %3 Broadway 

THE NEW roe. b. — 
that’s fit to print.” 

hundred aceon cireula free of retu 

ELECTRICAL WORLD AND ae od — ©. 
established domesti 


4; covers fo: ic 
electrical purchasers; largest weekly ph -y 


cenit 
yn Eagle. 


N.Y. 


2). “Alithe news 
ng 0% one 


ase toe results. 
CENTURY MAGAZINE ( 


©). There area few 
people in © in every community who — more 
Canes Tiecooe 


thers. These 
NEW YORK TRIBE ye ©). daily and Sun- 
on. Estab] nservative, clean 
ory A. cae ee readers 


= vlnteileet and urchasing power to a high: 
grade advertiser. . 


FOREST AND ST STREAM (ce) 


est circulation of an rtaman’s paper. 
Goes eae to wealthy recre vequen ionists. Write. 
“OHIO. 


CINCINNATL  EROUIRER 2 Beat Grent—tafa- 
ential—of wor] vertising 
medium in prosperous Middle W. “oat es and 
information supplied by Beck by Beckwith fi N.Y.-Chicago. 


PENNSYLVANIA. 
the 


of 


THE 
homes. 
Hall 


counts. 


THE PITTSBURG DISPATCH (QO), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than ' 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 


THE STATE (@©), Columbia, 8. C., reaches 
every part of South Carolina. 


VIRGINIA. ss aaisiiiiai 
NORFOLK LANDMARK (© ©) th 
aS in its territory for Eventere. Holds 
certificate from the Association of American Ad- 
vertisers of bona fide ————: If you are = 
terested, ask to see voluntary letters from 
vertisers who have goon splendid results = 
LaNDMARK. 


WISCONSIN. 


THE MILWAUKEK qvenine WISCONSIN 
(@©), one of the Golden Dozen Newspapers. 


N@VA SCOTIA, CAN. 
THE HALIFAX HERALD (@ ©) and the EVEN- 
ING MAIL. Circulation exce ion & 16,000, flat rate. 


THE TORONTO NTO GLOBE Ge) 


Canada’s Ni ween. nited State 
representatives, "BRIGHT RREE. New York 
and Chicago. Sworn circulation exceeds 50,000. 














